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WE STILL MAINTAIN OUR ORIGINAL POLICY OF SELLING THESE TAPES THROUGH LEGITIMATE WHOLESALERS ONLY 





















wae SIMPLE that you can take it apart or put it together instantly, after once 
looking at it. You only have to remove one cap, and loosen two screws, to 
replace the link. And you can put it together only ONE way — the RIGHT 
way. Then you are back in circuit again — there are no costly shutdowns, 
with men and machinery idle. 


SO srurDy that every part meets the strictest requirements of performance 
and durability. The simple construction enables every part to be made more 
efficient, more serviceable, and more useful. 


SO RELIABLE that they give COMPLETE PROTECTION under all conditions. 
Fewest parts; strongest construction; easiest and speediest renewal; proper 
time-lag to prevent needless blowing, yet to forestall damage, immediate or 
cumulative. And the price is no higher. 


oHAWMUT 


RENEWABLE FUSES 


Approved by Underwriters’ Laboratories 


©he CHASE-SHAWMUT COMPANY - NEWBURYPORT - MASSACHUSETTS 
Fuse makers since 1893 
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HERE IS AN INDUSTRIAL PLANT INSTALLA- 
TION THAT SOME CONTRACTOR SOLD°-e* 
IT IS ALL SQUARE De*+SHOW YOUR CON- 
TRACTORS HOW TO SELL JOBS LIKE THIS! 


@ Here is a fine example of an industrial job that matic Starters...and all wiredthrough SQUARE-Duct! 
your contractor customers can get if they will take Any contractor can take pride in a job like this 
the time and make the effort. .-.and you can take pride in building 

This job is ALL Square D. It is in the up your customers to the point where 
plant of a well known manufacturer. they can get this kind of business. It 
Study the illustration. Note the Square will make better customers of them 
D Power Panel, the Square D Indus- and, most important of all, make more 


trial Switches and the Square D Auto- money for you. 


CALL IN A SQUARE D MAN 


SQUARE [T) COMPANY 


DETROIT- MILWAUKEE-LOS ANGELES 


ANADR: SOUR T[OMPANY CTANANA It 
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LOOKING INTO THE NEWS 
—Easy Money For Wiring—Spring Madness—More Building 





HE DOES IT WITH MAGIC ABOUT BERNARD ZUFALL 9 


—This Salesman is a Memory Wizard 





HERE'S WHAT YOU SOLD IN 1937 10 


—A Breakdown of the Electrical Wholesaling Business Last 
Year 





THE LAST SIX YEARS AT A GLANCE 
—Charts of Electrical Wholesale Sales, 1931-1937 





THE FUNNY STORY IN SELLING BY TOM F. BLACKBURN 14 
—Use ‘Em to Lubricate Customer Contacts 





HOW ARE YOU PAID? 
—A Study of Prevailing Methods of Compensation 









BLINDFOLDED!—AN EDITORIAL By EARL WHITEHORNE 16 







MEN YOU SHOULD KNOW—AUGUST KUBEC, OF CHICAGO 17 







NEWA CONVENTION PROGRAM 20 
—Hot Springs, Virginia, May 22—26 
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ARIROW! 


MULTICOUPLER ANTENNA SYSTEM 


provides Wired-in Radio Convenience 


for any or all rooms 


Designed for multiple operation of two-to-twenty 
radio sets. In one system it combines a highly 
efficient doublet antenna and plug-in outlets for 
AERIAL, GROUND and POWER, with added Con- 
venience Outlets in the same wall plates. 


Provides all-room, all-wave reception; is easily 
installed by the electrician. Owners readily approve 
the system as a part of the regular wiring job. Ask 
for free layouts made from your blueprints, for 
guidance in specifying and installing. 


LD THROUGH YOUR ARROW LECTRICAL WHOLESALER 
ARROW ELECTRIC DIVISION pees 
THE LROW 5 oa euaunene ELECTRIC CO. HARTFORD, CONN 
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BUILDING UP— loaded 57,894 used cars and 40 per cent sold for cash, 
COSTS DOWN—Contracts for building construc- It is all very mysterious, but apparently if you 


tion are still running higher than 1937. The Federal have something good to sell, and tell people about it, 


Housing Administration is receiving applications for 
mortgage insurance at a rate that is smashing all its 
records, passing expectations. And now slum clear- 
ance is getting started in thirty states that have just 
set up local authorities. Meanwhile building costs 
have started to ease off both for labor and materials, 
and interest rates are low. 

In other words, the building curve has turned up 
despite all the hell and hijacking of the past six 
months. That’s something for every wholesaler’s 
salesman to work on. When a contractor, a builder, 
or architect says there’s no business tell him to wake 
up and see what's happening. 


* 


USED CAR WEEK 

—A LESSOQN— Something interesting has hap- 
pened. The automobile market was jammed with 
used cars. Nobody knew what to do. So in des- 
peration the automobile men just went old fashioned 
and advertised these cars and sold them. In one 
week—despite the fact that you can’t do that sort of 
thing in bad times, you know—they sold 160,000 
used cars for $50,000,000. The Ford dealers un- 
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they will buy it. Of course, the whole idea is too 
silly to apply to electrical wholesaling. But it might 
not do any harm to tell your dealers about it— 
confidentially. 


. 


DEALERS 

ORGANIZE—A new National Radio and Appliance 
Dealers Association has been launched. The idea 
is to tie the many existing local associations together 
and set up the united strength of a broad cooperation 
behind constructive purposes. It sounds sensible. 
We wish it well. 

Meanwhile—do your dealers know about it? Are 
their local organizations affiliated? A chance here 
to do them a service, and take a bit of leadership 
that will be respected and rewarded. 


* 


INSPECTION 

ON THE FARM—A while ago only five states made 
any attempt to safeguard the use of electricity in 
rural areas. But when the co-ops started, the Rural 
Electrification Administration began to worry over 

















the prospect of burned barns. So they got busy and 
today, in 42 states, inspection is provided for usually 
under the state fire marshal—or otherwise. 

At present this inspection applies only in the co-op 
territory. Neighboring areas served by power com- 
panies are still trusting to God. But it’s a start and 
every influence we can bring to bear should be 
exerted to extend inspection—everywhere. 


* 


SPRING 


MADNESS—At this season a good many electrical 
wholesale houses break out with an epidemic of golf 
bags, clubs and balls. Spring fever—gone wrong! 
Some display them blatantly out front. Some hide 
them in the stock. But spring has come and cus- 
tomers play golf and they think salesmen can kid 
them with low prices on snooty bags and auto- 
graphed matched sets. 

It isn’t electrical. It isn’t wholesaling. It isn’t 
business. It isn’t right—or they ought to go fur- 
ther. For these customers have wives too. Why 
not a nice line of goofy spring bonnets? Also, they 
have green grass. Why not a flyer in self-sharpen- 
ing lawn mowers, with automatic sun shade and 
radio? It is just the nutty old idea of trying some- 
thing else that may be easier than selling. Spring 
madness ! 


* 


ONE ON OLD 
BARLEYCORN—Recently we took a crack at con- 
vention drinking that kills the business opportunity. 
Well, one gang in the west has done something 
about it. 

A large dining room in the hotel was leased by 
the Liquor Committee. They installed a bar, bought 
good stuff from the State Liquor Board, hired union 
bartenders and issued script books to all registered 
delegates and the firms contributing to the enter- 
tainment. Drinks were sold only to script holders, 
and the bar was sealed tight while convention ses- 
sions were on. 

It worked. All parched areas were properly 
sluiced down. The close harmony was prime. There 
was a lot more sociability in the drinking. More 
people had a good time. And the committee blew 
back 40 per cent to the donors. So the idea is 
worth pushing. 


* 


HARD TO 
BE GLOOM Y— Despite the pleasures of self pity, it 
is practically impossible for a thinking electrical 


wholesaler to be gloomy. Look at the figures on 











page 10. The total volume of the electrical whole- 
saling business last year was 18 per cent more than 
1936. Outside construction materials increased 53 
per cent. And now come more building, the ade- 
quate wiring campaign, an intensified better light 
drive, new electric kitchens and other appliance 
campaigns. 

Because these statistics came to us_ blind—our 
thanks to you—this way! We think the figures 
are worth looking at. They say things. 


* 


ELECTRICIANS . 
ONCE MORE—We would like to warn that famous 


old lady who sat in the lobby of The Homestead at 
Hot Springs, years ago, as the jobbers arrived. You 
remember, she exclaimed indignantly—“Good grac- 
ious! Here are these electricians again! It will 
be the plumbers next!” 

Well we'd like to warn her. The migration is on 
—the Electrical Manufacturers’ Club, NEMA, 
NEWA, then the Westinghouse distributors, all 
bowed down with the cares of business. And God 
help us—at a place like this! 


* 


EASY MONEY 
FOR WIRING—King Franklin's EHFA—meaning 


Electric Home and Farm Authority—has stepped 
out with something new for us. Let’s rise and bow! 
They are offering to finance old house wiring, at 5 
per cent; 24 months, without recourse on the con- 
tractor, wherever the power company will cooperate 
by collecting the installments. 

In many cities the utility now collects similar 
EHFA financing on appliance sales. So do many 
municipal systems and the rural co-ops. It is work- 
ing out well. Now, let’s stir up the contractors, 
dealers, leagues to ask for this cooperation every- 


where. It will ring the bell and open the door for 
old house wiring. 
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“Sometimes I wish | had a bit 


more sales resistance.” 
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NCE in a while at a banquet 
you will see ‘Professor 
Whoozis” come out and read off the 
numbers on ten borrowed bank 
notes, and then repeat them without 
Or he will tell you the popu- 
lation of any city. Marvelous! 
Everybody is agog. Well, there’s a 
wholesaler’s salesman 
Electric Supply 
York City who can do all that. 
Also, he can tell you what’s on 
any page of the current Saturday 


error. 


working for 


General in New 


Evening Post and the high spots of 
what it says. He can be introduced 
to all the guests at a banquet in a 
strange town and after dinner walk 
round and identify each one of them. 
He can tell you what day of the week 
it was for any date you ask back to 
1752, calendar was 
adopted. Also, he uses his devilish 
magic in his selling. His name is 
Bernard Zufall and God help his 


poor customers ! 


when our 


It all started because he had a rot- 
ten memory. So when he was 14 
he began to train it, and the more he 
trained the better he got and the 
liked it. He learned to 

almost anything. He 
studied books on the science of mem- 
ory which is older than printing. 
For 30 years he has spent 15 minutes 
a day memorizing things. Now he 


more he 
memorize 


can command some 500,000 facts. 


WITH MAGIC 
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In his Lincoln Zehpyr, Bernard Zufall 
of G.E. Supply. New York, carries a 
filing system, as well as a memory. 


This New York Wholesaler's Salesman is a 


Mental Magician and he Uses it in his 


Business—Here's Something New! 


He has become a “Mnemonist’’. 
That’s what they call him—to his 
tace! 

He was born in New York City 
and went through grammar school. 
It was too easy. So he got a job 
with the New York Edison Co. in 
testing work. This was 1909. Then 
he shifted to New York & Queens 
Electric Light and Power Com- 
pany as assistant purchasing agent. 
Then he went to war. In 1919 he 
went with Western Electric as a 
sales statistician. In 1920 he took a 
selling job with Sibly Pitnam Elec- 
tric, a wholesaler, and in 1927 joined 
General Electric Supply. And ll 
the time he kept on studying magic 
until one day to pass the time, he 
whirled in and memorized the Man- 
hattan telephone directory of 1174 
pages. He could tell you what page 
any name was on—Believe it or not! 
He did it as a publicity stunt. 


HE WANTED TO MAKE MORE MONEY! 





But Zufall doesn’t want to be a 
professional magician. He likes 
people. He likes to sell. So he 
keeps on being a wholesaler’s sales- 
man—and does he do it! He en- 
tered a national sales contest a 
while ago and won 14 first prizes 
and two seconds against some of the 
best salesmen in America. He has 
won an automobile, a radio phono- 
graph set, a set of matched golf clubs, 
a grandfathers chime clock, an elec- 
tric refrigerator and a pile of other 
junk, all in sales contests. 

Maybe they ought to bar him in 
future for he does it with magic— 
at least in part. For instance, he 
knows the current price on every- 
thing his company sells and every- 
thing G.E. makes that his customers 
are interested in—some 20,000 
items. 

He carries nary a price book and 
always has the answer on number 
and size and whether it has a left 


(Continued on Page 80) 











Wire and Cable 

Incandescent Lamps 
Refrigerators 

Radio 

Conduit 

Ranges and Water Heaters 
Outside Construction Materials 
Wiring Devices 

Safety Switches and Panel Boards 
Industrial and Commercial Lighting 
Heating Appliances 

Conduit Fittings, Boxes Ete. 
Motors and Control 

Fans 

Washing and Ironing Machines 
Residential Lighting Equipment 
Miscellaneous 

Switchboards and Accessories 
Telephones and Signal Equip. 
Counter Merchandise 

Vacuum Cleaners 

Fuses 

Other Motor Driven Appliances 
Electric Clocks 

Ventilating and Air Conditioning 
Other Commercial Equipment 
Tools 

Other Industrial Equipment 
Trains and Toys 


COMPARATIVE 
SALES VOLUME 
OF 
PRINCIPAL LINES 
SOLD BY 


Electrical Wholesalers 


IN 1937 
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Heres What 
You Sold 


in 1937 .. 


F‘ 
1937 than in 
$528,346,928 in electrical products of all types. 
product classifications showed a loss—radio and washing 
machines and ironers — both 4 per cent under 1936. All other 
groups made a gain. The largest gain was registered by out- 


side construction materials, which were 53 per cent ahead. 





ECTRICAL wholesalers did 18 per cent more business in 


1936. Last year their salesmen sold 


Only two 





























































































































1937 Sales in Bold Face. 
1936 Sales (corrected figures) in Light Face. 
A—CONSTRUCTION AND MAINTENANCE MATERIALS Telephone and Signal Equipment: Annun- 
(SUPPLIES) ciators, Bells, 3uzzers, Gongs, Door 
Openers, Push Buttons, Bells and Signal 
% Gain Transformers; Alarm and Call Systems; 
or Loss Burglar, Fire, Hospital, School, etc.; 9,824,728 

Conduit: Rigid Conduit, Elbows and Cou- Telephones. 6,981,800 +40 
plings: Flexible Conduit; Metallic and = elt F ee TS - oe — 
Nonmetallic: Surface Metal Raceways; $34,307,846 Industrial Equipment Such _as _Electric 
Concealed Ducts and Raceways. 28,230,590 +21 Welding Apparatus, Electric Furnaces, 

—— | _ ied . ane sialiiaiccietineaiintlaiaas Electric Ovens, Industrial Heating Units, 

Conduit Fittings, Boxes, Accessories: Con- Industrial Heating Devices, Misc. Indus- 1,617,639 ae 
duit Bodies: Boxes and Covers; Outlet, trial Equipment. 959,600 +32— 
Switch, Metal: Armored Cable Fittings; 19,436,582 ER ee rae eee seen —_—__—_——_ 
s0C s, Bushings; angers. 5,723, 2% P ge an¢ r on y - 

2 I 0 knut — ushings ; Box Hanger 15,723,194 one ment: Such as Ventilating Fans and Blow- ether 419 

ers Air-Co iti i iy i a 3,329,2 

Wases: Plug, Enclosed, Renewable. snes fn , Air nditioning Equipment 

Miscellaneous: Such as—Tape; Rubber, C—RESALE MERCHANDISE (SPECIALTIES) 
Friction: Insulating Compounds, Paints, 

Clothes, etce.; Porcelain Knobs, Tubes, 12,722,100 % Gain 
Cleats; Lamp Guards; Solder, Screws. 9,525,908 +32 or Loss 
PS Riceye ES eee St ee te Counter Merchandise: Such as Batteries: 
Safety Switches and Panelboards: Entrance, Dry Cell, Flashlight, Radio; Flashlights, 
Meter and Safety Switches: Panelboards 20,212,323 Decorative Lighting Outfits, Moulded Spe- $9,531,917 
and Cabinets, except Power Panelboards. 17,566,089 +14 cialties; Plugs, Misc. 7.952.200 +19 

Tools: Contractor’s, Lineman’s, Wireman’s 2,320,868 a 7 - 4,146,812 
Portable Electric. 1,677,100 +38 Electric Clocks: All Models. 3,407,900 +21 

Wire and Cable: Armored “ABC” Cable, Fans: Desk and Bracket, Ceiling and Col- 

Rubber Covered Wire, Weatherproof and umn, Household Ventilating, Portable 14,749,269 

Slow Burning Wire, Nonmetallic Sheathed Fan-Operated Heaters. 13,112,100 +12 
Cable, Lead Covered and Parkway Cable, =. Oe ie cn oe ne 
Power Cable; Paper and Varnished Cam- Heating Appliances: Roasters, Cookers (660 

bric, Annunciator and Office Wire, Bare watt or less): Heaters and Radiators: 

Wire and Cable, Cords, Misc. Wires and 72,876,840 Heating Pads; Hot Plates: Grills: Irons; 

Cables. 61,351,900 +18 Domestic, Laundry: Percolators: Toast- 

Ps piles oR eae ome - ers, Waffie Irons: Other Heating Appli- 19,669,613 

Wiring Devices: Such as Brass Sockets, ances. 17,596,981 +11 
Porcelain Sockets and Receptacles, Light- — ee ™ che: ies 
ing Switches, Convenience Outlets, Attach- 20,567,812 , , 47,901,845 
ment Plugs and Caps, Face Plates. 17,743,843 +15 Incandescent Lamps: Large, Miniature. 43,063,500 +11 

Outside Construction Materials: Such as Radio: Receiving Sets, Home Talking Pic- 

Poles and Crossarms, Pole Line Hard- ture Machines ; Radio Tubes; Loud Speak- 
ware, Power and Distribution Transform- ers (not in sets), Radio Accessories and 36,696,300 
ers, Insulators, Lightning Arresters, Choke 28,542,910 Parts. 38,396,300 — 4 
Coils, Potheads, Cable Bells. 18,502,100 +53 ee a 
Ranges and Water Heaters: Ranges, Do-_ .30,991,600 
mestic;: Water Heaters. 24,291,600 +27 
B—EQUIPMENT AND APPARATUS ween ae sethiaigiaiag —— sactaethinittigeaseainiaiaetitiiniidantntatia 
Refrigerators: Domestic. 40,430,898 

Industrial and Commercial Lighting Equip- % Gain 36,337,600 +11 
ment: Such as Commercial Glassware and or Loss —_—_ Says ONS Tg —— —————— 
Hangers, Floodlights, Reflectors, Special Residential Lighting Equipment: Fixtures, 13,918,100 
Purpose Units, Outdoor Standards, Street $19,893,291 Portable Lamps, Sun Lamps. 11,718,100 +18 
Lighting Fixtures, Traffic Signals. 6,277,50 — TS 

— Sone : “ = = eit = - ae whe wt . b Ari Trains and Toys: Trains and Accessories, 799,090 

Motors and Control: Such as A. C. Motors, Other Electric Toys. 689,800 +16 
1 H. P. and over, D. C. Motors, 1 H. P. — SUE ————— ——___—__— 
and over, Fractional H. P. Motors, Motor Vacuum Cleaners: Standard Type, Hand 6,961,423 
Control, Power Drives, Generators, Con- 14,847,473 Type. 6,118,400 +13 
verters. 11,736,300 +26 — —— LL a 

_—_—— - = —_—_— Washing and Ironing Machines: Clothes 

Switchboards and Accessories: Switch- Washing Machines; Ironing Machines ; 13,165,200 
boards and Power Panels, Circuit Break- Drying Equipment, Domestic. 13,765,200 —A4 
ers, Disconnecting and Knife Switches, . subebtesteepimanemmeimanaitt - . - 
Bus Bars and Supports, Meters, Relays, 12,555,764 Other Motor Driven Appliances: Such as 
Instrument Transformers. 9,745,100 +29 Kitchen Power Units: Beaters, Mixers, 

_ — ——___—__—— Extractors, etc.; Dish Washers, Floor 6,375,644 

Commercial Equipment: Such as Commer- Polishers, Utility Motors. 5,128,300 +24 
cial Cooking Equipment, Food Grinders, -—— —— a ee 
Slicers, Mixers, etc., Commercial Refriger- 2,903,640 Total Sales—1937................ $528,346,928 
ators, Commercial Laundry Equipment. 2,185,100 +33 RR i a ee ER Be $448,487,168 +18 
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Trend of sales for electrical product groups, giving back- 


ground on the 1937 volume statistics presented on page 10 
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COMMERCIAL EQUIPMENT 


MOTORS AND CONTROL 
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TRAINS AND TOYS 
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VACUUM CLEANERS 
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THE FUNNY STORY 
IN 
SELLING 


The what, where, why, and how of this 


well known art that aims to lubricate the 


conversation with a laugh 


By 
Tom F. Blackburn 


a the traveling salesman said 
to the farmer’s daughter—.” 
In this 
whenever two or more men meet 


fashion begin the stories 
in the office, at lunch or along a bar. 
Soon there is a great braying of 
laughter, with stenographers or wait- 
resses either sniffing or cocking curi- 
ous ears. 

Every>ody laughs at funny stories 
—with their own reservations at what 
is funny, of course. 
body tells them. And a news event 
of any interest can scarcely take place 
before there are gags floating about 
on the subject. (Example: Wally’s 
new hat; “no crown,” etc.) 


Nearly every- 
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Nevertheless, with the funny yarn 
as common as salt, and as eagerly 
sought after as cigarettes, we seldom 
analyze the anecdote’s popularity. 
Why the incessant practice of telling 
them? And 
dulge ? 


why do salesmen in- 
The answer is this: Funny 
They 
have a psychological place in every 
man’s conversational kit. 

Henry T. Stanton, the Chicago ad- 
vertising man, was once in a quar- 
relsome conference in a meat packer’s 
office. Matters were headed for a 
brawl, when Stanton said, “Gentle- 
men, this reminds me of a story.” 

Forthwith, he launched into an 
anecdote that was singularly apropos, 
understandable, and funny. The 
crowd roared. ‘The quarrel was 
forgotten. Business was resumed. 


stories are definite sales tools. 


On the way home I asked Stanton 
how on earth he happened to think 
of such a pat story, how he managed 
to tell it with such skill, and why 
he did it anyway. 

“Years ago I couldn’t tell stories 
at all,” he replied. “My boss told 
me I ought to learn. Imagine my 
embarrassment when I couldn’t even 
remember any. So I began jotting 
down, in a little black book, every 
yarn I thought was funny. I would 
look them over before I told a story, 
and get it straight. Bit by bit, I 
found that a few cues to the story 
were enough to write down. As 
for skill in telling stories, I found 
that practice was the important thing. 
I studied them in the deliberate way 
professional comedians build up their 
points. And its value in sales work 
was soon apparent.” 

It was probably the first salesman 
who discovered that a funny story 
is as sure an attention getter as a 


Charles H. Weicensang of the Hyland 

Electric Supply Co., Chicago, learned 

how to tell stories by making notes on 
his newspaper 


dog fight or a fainting fit. It has 
the power to divorce the listener’s 
mind from worries and _ problems. 
The snapper at the end of the tale 
brings the laughter, further freeing 
him from previous thought. 

When I was a schoolboy, teachers 
handed down a lot of chatter about 
such poems as “Beowulf” and “The 
Iliad” being born out of the people. 
That, is the bunk. For the common 
people don’t compose blank verse— 
they tell dirty stories. The Civil 

(Continued on page 80) 


THE WHOLESALER’S SALESMAN — May 1938 





M OST salesmen of electrical whole- 
sale firms are paid on the 


salary, expense and commission plan. 
The next most popular method of 
compensation is the salary and expense 
plan. Then comes commission only. 
Other methods of payment such as 
the salary, expenses and bonus plan 
and the straight salary plan are used 
by very few electrical wholesalers. 

The chart on this page is based on 
the results of a recent check-up among 
electrical wholesalers made by THE 
W HOLESALER’S SALESMAN. .: It shows 
the proportion of wholesalers using 
the various methods of paying sales- 
men. 

A few firms, 5 per cent of those 
replying to our questionnaire, use two 
methods of paying their men. This 
is so because some salesmen like to 
receive a straight salary. Others may 
be paid a salary plus expenses and 
commission. It depends on_ their 
territory and other conditions. In 
other cases, some men want to work 
on a straight commission basis while 
the rest of the salesmen in that par- 


ARE YOU PAID? 


A Survey Of Compensation Methods Used 
By Electrical Wholesalers 


ticular firm are paid in another way. 
Of all the plans used, the simplest 
are the straight commission (sed by 
20 per cent of the wholesalers covered 
in the survey) and the straight salary 
plans (used by 3 per cent). As a rule 
neither is entirely satisfactory. 
Straight Commission—The assump- 
tion underlying the straight commis- 
sion plan is that the best way to get a 
salesman to work hard and con- 
tinuously is to base his pay on his own 
efforts alone. In other words, under 
the commission plan, a salesman knows 
that whenever he makes a sale he will 





3% 5% 


N¥o Iiolmmelale Mb 4>l-la; 


Commission only 


Salary, Expenses 
and Bonus 


Straight Salary 


Two Methods 





Salary ,Expenses and Commission 


using various compensation plans. 


25% 42% 


proportion of wholesalers 
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receive a certain commission. This 
offers him a very direct incentive and 
in this lies the greatest advantage of 
the plan, plus the fact that it enables 
wholesalers to control selling costs. 

When salesmen are paid on this 
basis no outlay of money need be 
made until orders are received. ‘The 
selling cost becomes a predetermined 
percentage of the price and is payable 
after, and not before the sale. Sell- 
ing cost is no longer an item of 
general overhead but a direct cost, 
varying with sales volume, just as 
the cost of factory labor varies with 
production volume. 

There are, however, several dis- 
advantages in paying wholesale sales- 
men on the basis of commission only— 


(1) The management cannot control 
men On commissions as easily as men on 
salary or salary plus commissions. Men 
on commission feel they are independent. 

(2) Wholesale salesmen have to do a 
lot of missionary work that does not di- 
rectly produce sales volume. When the 
actual volume of sales determines a sales- 
man’s pay it is safe to say that he will 
not give the proper attention to these 
other aspects of his work. 

(3) Many items sold by electrical 
wholesalers have a_ seasonal demand. 
Nearly all electrical sales also fluctuate 
directly with business conditions. A sales- 

(Continued on page 81) 









BLINDFOLDED! 




































O NE day not long ago I made some calls in the middle west with 
a wholesaler’s salesman. I have known him for years. We had 
a big talk as we drove along. 

“Ben, what do you make your best money out of?” I asked him. 

“Hell, I don’t know,” he said. “I draw salary and commission like 
the rest of ’em. It’s volume that counts.” 

‘My God! You don’t believe that, do you?” I retorted. 

‘Why not?” sezzee, “I spend my life trying to drag it in.” 

“Let’s talk sense, Ben,” I insisted, just to start an argument. 
“Volume can wreck a business easier than build it. Volume contains 
high-profit, low-profit and no-profit sales. And the only part you 
want is the high-profit. But you’ve got to take the lean with the fat. 
Or we seem to think so.” 

‘All right, Wise Guy,” said Ben. “What do you think I ought to 
do about it—today?” 

“Maybe nothing today. First you've got to get your blindfold off.” 
Then I told him what I thought I’d do in his place. 





ATURALLY a salesman must sell his customers everything 
they want. But unfortunately too often he stops right there. So 
the profit on his sales is small. Earnings are poor. His salary pinches. 

It’s a hard world. 

As a matter of fact, however, if he’s a smart salesman and has 

a smart sales manager, working for a smart house—he starts out with 

By an entirely different purpose. The real aim in the electrical whole- 

Past Whitahosns sale business is to make money. So this bright lad decides to push 
high-profit lines and run up high earnings on his sales. 

But to sell high-profit lines he can’t just slip his customers what 
they ask for and let it go at that. He’s got to make them want the 
things that carry high-profit—both for him and them. He must 
create desire—not just satisfy demand. And that’s what builds all 

new and bigger markets. 





**Q' 0 if I were you, Ben, Old Kid,” I wound up, “I’d have me a 
list of the high-profit lines and I’d push ’em every call. Also, I'd 
keep a record of my high percentage of high-profit sales. And when 
I was ready, I’d walk up front and show my record and get me a 
bonus—or have my commission based on gross profits.” 
“T’ll bet a lot of sales managers don’t know themselves what profit 
their men make,” said Ben. 
‘Maybe not. Then some smart salesman who does, can step into 
a better job.” 
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S the steamship Bremen—the old 
A one, now long gone—chugged 
past Sandy Hook one cloudy morning 
in 1895, a rather homesick ten-year- 
old saw the panorama of New York 
unfold before him. His name was 
August Kubec and he was coming 
from a little town in Bohemia, 
Vaselicko, to join his elder brother in 
Chicago. 

Life for August in Chicago was a 
matter of getting up at five, folding 
circulars in a print shop until eight- 
thirty and then going to school. But 
he despised the print shop, with its 
pied type, and endless detail of sitting 
at a case with a stick in hand. AI- 
ready, electricity interested him, and 
he enrolled in a night class at Lewis 
Institute where one of the professors 
was Carrying on experiments that re- 
sulted in the radio tube. 

His first job was with Western 
Electric in Chicago, winding arma- 
tures for telephones. Then Victor 
Electric (now G.E. X-ray) beckoned 
him. ‘Then he went with Allis-Chal- 
mers and his career was pretty well 
mapped out—he was to be a motor 
specialist. He had the job of main- 
taining 50 motors. Next Roth 
Brothers thought he was pretty good 
and hired him to test motors. Charlie 
Roth is still a good friend. Then 
Western Electric hired him back to 


August Kubec, Chicago Wholesaler 
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test large equipment, and he did so 
well that Gerard Swope called him 
into his office one day and offered 
him a job in New England. 

But August Kubec always had the 
idea of being in business for himself, 
so he picked the panic year—1907— 
to start the Electrical Construction 
Company to install and maintain 
motors. After a few months Fred 
Reimers became a partner and the 
name was changed to Crescent Elec- 
tric Company. 

“My first order came when I saw 
a plant being moved down the 
street,” August relates. “I asked for 
the job of moving the motors and got 
it. Soon after we started, the panic 
came along and we had to take a lot 
of script in payment. However, 
being a small business, we could sur- 
vive because our cost of operation 
was low. We frequently bought used 
plants also, and resold the equipment 
we got in them.” 

In 1908 the Kubec Electric Com- 
pany was launched to do a contract- 
ing business. But in 1914 it was 
changed from contracting to whole- 
saling. 

The success of the Kubec Electric 
Company has grown out of a prac- 
tical experience. Some men are finan- 


HE WANTED TO MAKE MORE MONEY! 





MEN YOU 
SHOULD KNOW 


AUGUST KUBEC 


A Wholesaler With a Motor 


And Wiring 





ciers, salesmen, or operators. August 
Kubec is an operator—he can take a 
motor and tell what is wrong with 
it. He knows wiring and advises his 
customers. 

Because of his thorough under- 
standing of what he does, plus his 
resourcefulness, August Kubec has de- 
veloped many customers of whom he 
is very proud. For fifteen years he 
has been selling the State of Illinois. 
When the Stevens Hotel was built, 
he not only supplied 23 carloads of 
conduit for the job, but went all the 
way to Czechoslovakia for glass fix- 
tures. He dug up some molds for a 
lot of fancy bowls, and had some of 
them specially made up. The con- 
tractors on the Chicago South Water 
Market and Pure Oil Building got 
most of their supplies from the Kubec 
Electric Company, as did those who 
equipped the Sky-Ride at the Cen- 
tury of Progress Exposition. 

So August Kubec has gotten along. 
He belongs to the Union League 
Club. He shoots between 70 and 80 
in golf at the Oak Park Country 
Club where they have fourteen water 
hazards. One day he went out when 
it was 16 below zero. And if he 
likes you, the chances are he will take 
you down to Old Bohemia for lunch 
to eat dumplings and sauerkraut— 
Knedicky Zeli—a favorite dish. 


Background 
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THE LINE THAT HAS 





If you know the 
right place t| 


Selling wire and cable is like catering to a good friend’s appe- 
tite. There comes a time when the everyday menu just hasn’t 
enough variety to satisfy. Then you have to know the right 
place to go—where and what to order—if you want the meal 
to go off smoothly and to everyone’s satisfaction. . . The 
wholesaling organization which has General Cable as a source 
of supply is always ready to satisfy a customer’s desires— 
staples for the everyday need, and a complete line for what- 
ever special job or occasion arises. 

The General Cable line has everything. You should know all about it, and how to use it to your business advar 
tage. There’s a General Cable Sales Office near you—ready to be of help... Atlanta, Boston, Buffalo, Chicago, 


Cleveland, Dallas, Detroit, Los Angeles, New York, Philadelphia, Pittsburgh, Rome (N.Y.), St. Lo 
San Francisco, Seattle, Washington (D.C.) 


OG 
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IRES AND CABLES 


May 1938 — THE WHOLESALER’S SALESMAN 








30th ANNUAL 
CONVENTION N.E.W.A. 


The Homestead, Hot Springs, Virginia 


MAY 22 to 26, 1938 





Program 


Sunday—May 22nd—Meetings of Executive Committee 
Monday—May 23rd—Meetings of Commodity Com- 
mittee and Manufacturer Conferences 
Tuesday—May 24th—Caucuses for nomination of 
Executive Committeemen 
Opening Session for Members and Guests 


Addresses by 
L. E. Latham, Chairman of the Executive Committee 
C. E. Wilson, Executive Vice-President, 
General Electric Co. 
Dana T. Ackerly, Counsel N.E.W.A. 
Herbert Metz, Sales Promotion Manager, 
Graybar Electric Co. 


Meetings of Atlantic and Central Divisions 


Meeting of Executive Committee 


Wednesday—May 25th—Morning—Executive Session 
for Members 
Commodity Committee Reports and Discussions 
Afternoon—Golf Tournament—Entertainment for Ladies 
Evening—Casino Session for Members and Guests 


Thursday—May 26th—Final Executive Session 
Reports of Officers 
and Standing and Special Committees 
Reports of Atlantic and Central Divisions It's tennis time at Virginia Hot Springs. 
Commodity Committee Reports and Discussions 
Organization Meeting of Executive Committee 





The Homestead is ready to welcome whole- View from 12th hole on Sunset Hill. There's 
salers and their ladies. plenty of time for golf. 
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- THE WHOLESALER 





who wants to move mer- 
chandise through his 
hands with least lost mo- 
tion and time. 





THE UTILITY 


who wants to build the 
load, build customer a 
good will and reduce the 
necessity for service 


calls. 


In every unit of Cutler-Hammer Service Control 
you find the extra value of Cutler-Hammer’s 
intimate contact with the entire market . . . plus 
an engineering leadership based on more than 
45 years of specialized experience through the 
whole wide field of electric control equipment. 
Only such understanding of ever-changing 


needs and such quick recognition of the needs 


of “all four” could create such superior Service 
Control. CUTLER-HAMMER, Inc., Pioneer Manu- 
facturers of Electric Control Apparatus, 1327 


St. Paul Avenue, Milwaukee, Wisconsin. 














THE CONTRACTOR 


who must move fast 
from one job to another 
—at the same time give 
complete satisfaction. 


THE HOUSEHOLDER 

who wants safety, sim- 

plicity, satisfaction and 
\ style. 
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When they 
WON'T LISTEN 


This wholesaler's salesman takes them 


out and lets them see for themselves. 


By Frank Ferris 


A Delhi, N. Y. Wholesaler’s Salesman 


these contractor-dealers 


pre of 
KJ think they’re up to date just be- 


cause they’re in the electrical business. 
Electrical stuff may be plenty modern, 
but that doesn’t make the dealers so. 
They forget things move ahead in 
electrical merchandising. 

One of my dealers, let’s call him 
Wouldn't 
use the window display material or 
other promotional stuff sent out by 
manufacturers. 


Bill, was just this way. 


Kept just one model 
of each appliance on his counter. 
Didn’t even have modern lighting in 
his store. He was as satisfied as a 
hen with one chick and with about as 
much reason. I just had to jolt him 
out of this self-satisfied frame of mind. 

So I got Bill to agree to take a 
trip to headquarters with me. I told 
him when I was going in anyway. 
And I rolled up in front of his place 
one morning with the top of the new 
Chevy trimmed back and everything 
working smoothly. 

I took him aboard and away from 
his home town at about seventy per. 
It sure blew some of the fog out of 
his brain and it wasn’t long before we 
got outside of the region he'd been 
circulating around in for ten years. 
Then we came to a town where | 
told him I had to make a call. 

I drew up in front of one of the 
most up-to-date electrical stores in my 
territory. I left him in the car. I 
hadn’t any more’n told the proprietor 
what I wanted him to say to Bill 
than in he wandered, his eyes taking 
in everything. I introduced them and 
got them talking and stepped out of 
the picture. 

Bill showed he was surprised at a 
lot of the modern equipment in the 


24 


store and the way everything was dis- 
played. The dealer told him how it 
had stimulated his business and what 
a fool anyone was to try to handle 
any line as modern as electgical ap- 
pliances without making use of all 
the modern tricks of merchandising. 
Well, I’d got a little speed into 
Bill’s blood. He was beginning to 
think maybe he was pretty slow for a 
And Bill isn’t so 
He just acts old. 
We finally went on and stopped at 


man of his years. 
old, you know. 


a couple more up-to-date shops where 
he got to asking questions about this 
and that. He learned a lot that I'd 
told him more than once. It never 
stuck. When he heard me tell him, he 
thought it was just selling talk. He 
always listened with one eye cocked 
and both ears shut. He’d never really 
given me ant credit for trying to 
make his business more profitable. 
When we got to headquarters I 
took him through the show rooms. 
But I didn’t try to sell him a thing. 
I tipped the Boss off and he didn’t do 
any selling either. But he talked to 
Bill about what a lot more business 


HE WANTED TO MAKE MORE MONEY! 


Frank Ferris believes in getting out and 
shaking off his own cobwebs also. 


a man might be doing if he kept his 
eyes open for new ways to sell better 
stuff. Before the visit was over Bill’s 
head was higher. He was stepping 
lighter and acting more like a guy 
who's And he 
“Absorbing ideas I couldn't have got 
through his scalp with a scratch brush. 

This trip got Bill’s complacency out 
of his system. 


going places. was 


It got him out from 
behind his sales-resistance breastworks 
and into the open, where we were 
man to man. And it was all because 
he met some strangers in the same 
Before 
he got home he was asking me how 
we could do this and that and he was 
listening to a sales talk without think- 
ing it was a sales talk. Bill has an 
up-to-date shop now and we both do 
more business. 


business and saw some proof. 





Ferris is 
May’s Nimrod! 


This story wins a $25 Prize! Old 
Man Nimrod was a mighty hunter 
before the Lord. The Good Book 


says so. Well, so is Ferris. 


Are you a Nimrod? 

lf so, write us a letter. It's a 
Contest! Write us 500 to 1000 
words—how you sold a hard one 
—how you nailed him with a new 
idea. 





Send in your letter with a good 
snapshot of yourself. The best 
letter each month gets $25. We 
pay $5, too, for others that we 
print. 
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SERVICE THROUGH WHOLESALERS 





Wholesaler Friends 
NE WA CONVENTION 1938 


One of the genuine pleasures of our business year is this oppor- 
tunity to extend our greetings to the members of your association 
assembled in convention, and to express to you who distribute 
and sell Trumbull Products the appreciation of our entire organi- 
zation for your continuing loyalty and cooperation. 


We wish you the profitable enjoyment of the most successful 
convention in the history of your association. This year to an even 


greater extent than in the past Trumbull sales policies and the high 


standards of Trumbull Products can be counted upon to make your 
selling job easier. 


We sell through Wholesalers. 


lf you are not regularly receiving TRUMBULL 
CHEER, the interesting, informative monthly 
that goes to 35,000 electrical men, write us. 
We shall be glad to add your name to the 
mailing list. 











I. I. Jaffe, Silk City Elec- 
tric: Miss Levin: Dr. D. E u 
Holstein and Mrs. Jaffe, 


were on hand for the Big 
Apple Session. 





Three of the five members 


of the entertainment com- ‘ ] 
mittee line up. They are 

Chairman William ]. Kohn, e 

Tudor Electric: William WNW 


Smart, Smart Electric, and 
Robert Simon, Metropoli- 
tan Electrical Distributors. 





‘ if if 
They showed how it's 
done in Jersey’ City. 4 
Henry Garfunkel, Miss + 


Krol, Mrs. Gartunkel, Jack . 
Gibbs and Mrs. Gibbs— 
all representing Square 

Electric Supply. 





Lucille Berger, B. Rosen- T. S. Nolan, Edwards & Co.; John Gill, Maritime 


field, Grace Rosenfield 

and Leo Weiss carried the 

banner for Standard Elec- 
tric Equipment. 


Electric; Harold Peyser, same firm, and George 
Knott, McGill Mfg., were four lads on the loose. 


‘4 | 
Y- 




















Henry Martinelly, Stanley 

& Patterson, Miss Gari- Richard Murren of Gertler Electric lines up with 
baldi, Miss Loughran and his boss, N. Gertler, and G. S. Cane of Manu- 
H. B. Barnett, Manufac- facturers Distributing Co. 

turers Distributing, were 

trapped in the doorway. 


Joe Kurzon, Jos. Kurzon, 

Inc. and Harry Freund, 

Reis & O'Donovan, find it 

serious business—not so 

with Jack Manheimer of 
E. J. Electric. 


THE WHOLESALER’S SALESMAN — May 1938 












j| Ladies 


AT EEWA PARTY 


New York's electrical industry out in full 
force on March 26th enjoying EEWA's 


annual dinner-dance at the Hotel Astor 


* 





Could this be stag row? John Todd, Metropolitan 
Elec’l News; Ralph Neumuller, Elec'l & Gas 
Assoc.; Max Gruber, Gruber Bros.; John Fred- 
erick, The Wholesalers’ Salesman, and Al Byers, 
National Electrical Wholesalers Assoc. 








Miss Roslyn Slater whose dad, J. G., is treasurer 

of Triangle Conduit and Cable, is about to 

steer her escort, Jud Winick, and Milton Bruml 
of Triangle towards the dinning room. 
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Lowenthal Electric of 

Hackensack was well 

represented by son Stan- 

ley, daughter, and Mr. 
and Mrs, 





There with their wives 

were J. P. Kirby of Curtis 

Lighting, and Fred Ross 
of the W. F. Irish Co. 


Jack Rale, Rale Electric 

and Mr. and Mrs. Harry 

Levy, manufacturer, all 
set for a big time. 


From Bill Schnirring, 
Swartzbaugh Mfg., to N. 
Gertler, Gertler Electric, 
to Harry Goodman of 
Circle Wire. 


B. G. Kodjbonoff and H. P. 
Steele do a job of flank- 
ing John Todd of Metro- 
politan Electrical News. 


Charlie Scholl, 
Light Reflector: Bob Si- 
mon, Metropolitan Dis- 
tributors and Tom Kirk- 
man, Kirkman Engineer- 
ing, ease into grins. 


Bright 











aty* 
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MAGNET WIRE e BARE WIRE 


~ CRESCENT 


BUILDING 
WIRE and CABLE 


Sell your customers on the easy fishing qual- 
ity of Crescent “Slick” Finish Wires and 
Cables—and you'll have easier fishing for 
orders. It enables contractors to cut time and 
labor costs to the absolute minimum and in- 
sures maximum life for wires and cable. In 
addition, Crescent Building Wires and Cables 
are moisture resisting, flame retarding and 
finished in bright, permanent colors for easy 
polarity identification. 


oat, 
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Jobber Co-Operation—A Permanent Policy 
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THE DEALER'S STOCK 


After he has sold a dealer, Jack Daly of Electric 
Time Co., New York has just begun to work 


**Q7OU can’t just sell to dealers 

and stop there,” Jack Daly 
says, “you've got to help move every- 
thing they sell out of their stores. So 
analyze their selling problems. Help 
them dress their windows. Get up 
mailing pieces with them. Show 
them how to use manufacturers’ sales 
material. Write their advertise- 
ments—and don’t hog all the space 
Help the 
dealer sell everthing he carries. For 


for your own products. 


if he’s tied up with products bought 
from other salesmen, he can’t buy as 
much from you.” 

Jack Daly has been a specialty 
salesman all his life. He’s sold 
everything from dead codfish, three 
million pounds of it, to live children. 
He once acted as contact man for 
an orphan asylum in bringing about 
adoptions. For the last fifteen years 
he’s been selling Telechron clocks 
because the wonders of electrified 
time got hold of him. 


“It’s fun to be a specialty sales- 
man,’ says Jack, “‘because business 
is never bad any longer than it takes 
you to get a new slant to fit the spe- 
cial needs of your product and your 
prospects. ‘Then, like magic, business 
is good again. I once sold the minis- 
ter of a large colored church on the 
appeal that Telechrons were God- 
given as their time 
heaven. Why not? 
this theory? 


came from 
Who can refute 
Time from Washing- 
ton comes from shooting the stars 
and stars are heavenly bodies. I got 
the order for several clocks from 
this church, and he was one happy 
colored man. He used the subject 
as a text for a sermon. 

“In the early days of selling electri- 
fied time we used to put stock in a 
dealer’s store and then telephone to 
his customers offering clocks on ten 
day trials. Dealers went with our 


HE WANTED TO MAKE MORE MONEY! 
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John J. Daly 


men to make the installation and give 
their personal guarantee. People just 
wouldn’t believe that time could be 
told in this way. The habit of wind- 
ing clocks was one of the hardest 
things we had to overcome. Finally 
some of the big power companies 
began to work with us and sales re- 
sistance was lessened. 

“This experience taught me that 
though dealers will often agree to go 
through with a selling program, they 
just haven’t the experience or ability 
to carry it out. Take telephoning 
prospects for instance. We had to 
put men in dealers’ stores to do it 
To-day I 
All part 
of getting goods off the shelves. I 
also help my dealers build mailing 
lists, using literature supplied by 

(Continued on page 78) 


—the dealers couldn't. 
often do the same thing. 














is HERE are now about 1,200,- 

000 wired farms in the United 
States and 
just started. Manufacturers and dis- 
attracted by this market, 
want to know just what there is in it. 


rural electrification has 


tributors, 


Some of their questions are answered 
in a survey made just lately by the 
publishers of three farm papers— 
Pennsylvania Farmer, Ohio Farmer, 
and .Wichigan Farmer. Vhese papers 
were in a good position to make such 
a survey since one-fourth of the na- 
tion’s wired farms were located in 
their respective States. 

Some of the findings of this survey 
are of great importance to wholesalers 


salesmen operating in small-town and 


Any farmer who can afford to hook onto a 
rural high line can afford to buy appliances 
and equipment. 


FARM 
MARKET 


FOR APPLIANCES 
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country territories, because the farmer 
not only buys appliances but he buys 
them close at home. 
reported that 
they covered territories averaging 13 
to 18 miles radius. 


Appliance dealers 


afford to 
hook onto a rural high line, can afford 


Any tarmer, who can 
to buy appliances and equipment to 


utilize electric current. Even with 
the limited amount of advertising and 
promotion for electrical appliances as 
yet directed to farmers, the average 
kw-hr. consumption per year on farms, 
in the states covered by this survey, 
exceeds that of the average urban resi- 
dential meter by more than 20 per 
cent. Also, the increase in kw.-hr. 
consumption on rural lines is at a 
than for 
This 
greater use of current by the average 
tarm is partly due to the fact that at 


substantially higher rate 


urban residential customers. 


least two other buildings and some- 
times three are wired in addition to 
the house. 

Very soon after service begins, the 
majority of farmers buy washing ma- 
electric irons. 


chines, radios and 


Many buy a small utility motor, and 


modern pouliry farms. 


This type electric brooder keeps many a little chick warm on 
The cost—not two cents per chick. 










Small town dealers must be made ready for the 


With this type of milking machine one man can milk nearly 
four times as many cows in an hour as he can by hand. 





farm buying of electrical equipment and appliances 


others an electric refrigerator. Pur- 
chases of more motors, water systems, 
ranges, milk coolers and large invest- 
ment items are made later. So sales 
opportunities created by the rapid ex- 
tension of rural lines together with 
the even larger number of farms al- 
ready electrified, combine to offer a 
steady, high volume market for ap- 
pliance dealers, distributors and man- 
ufacturers. 

What farmers buy as soon as they 
get high line electricity is illustrated 
by purchases made by 841 farmers in 
two Ohio counties within six months 
atter service was connected. 


Percentage 
Appliance of Ownership 
Radio a 85.0 
Refrigerator 5.7 
lron ; 82.0 
Water System or pump jack.. 21.0 
Range 0.7 
Washing Machine 68.0 
Vacuum Cleaner 27.0 
Motor : 24.0 


Are your dealers ready? This same 
Ohio, 
Pennsylvania and Michigan, omitting 
only large metropolitan centers. It 
revealed that very few dealers carried 


survey canvassed dealers in 
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Here is the 
appliances stocked by 
dealers in these three states, wherein 
lies one-fourth of the rich farm mar- 
ket for electrical equipment. 


full lines of appliances. 
report on 


Number of Dealers 


Appliance Stocking 
Washing Machines 173 
lrons 124 
lroners 78 
Electric Radios . 103 
Water Systems . 5 63 
Electric Refrigerators .. 107 
Electric Ranges .. 83 
Electric Roasters ..... 69 
Food Mixers .... 65 
Table Appliances . 79 
Vacuum Cleaners 89 
Portable Electric Heaters 53 
Automatic Water Heaters 44 
Milk Coolers 35 
Motors Under 2 hp... 60 
Motors 2 hp. and over.. 30 


Indication of how important the 
farm business is to these dealers is 
shown by this analysis— 


Dealers making Dealers making 
more than more than 
V4 of their V4 of their 
total salesto electrical sales 


farmers to farmers 
Ohio a . 76%, 45%, 
Michigan 72% 48%, 
Pennsylvania 40%, 33% 





Farmers themselves realize that the 
dealers in the towns nearest them do 
not always carry a good selection of 
electrical equipment and appliances. 
In Ohio 76 per cent of the farmers 
said that the dealers carried a “good” 
selection of appliances and equipment, 
21 per cent “fair” and 3 per cent 
“poor.” In Michigan, 71 per cent 
regard dealers in nearby towns as 
carrying an adequate selection, 25 
per cent “fair” and 4 per cent “poor.” 
In Pennsylvania, dealers stocks in 
small towns are rated as 69 per cent 
“good,” 26 per cent “fair” and 5 per 
cent “poor.” 

The fact that so many farmers re- 
garded their dealers’s stock as ade- 
quate is no cause for salesmen to re- 
joice. Electrical appliances and equip- 
ment are still relatively new to rural 
buyers, so even a few models dis- 
played in a half-hearted fashion might 
be thought satisfactory. The point 
is that the more complete the re- 
tailer’s stocks, the greater his oppor- 
tunity to make sales! And the more 
there is in it for you! So if you 


want to make more money get the 
small town dealers ready. 
























































































































































































































































































































Wilson Gets 
Radio Patent 


Wesley Wilson, president of Wilson 
Lighting Inc., is out conquering new 
fields. Already holding numerous light- 
ing patents, he has stepped into the 
radio field with a patent for controlling 
and neutralizing sound distortion in 
radio broadcasting, television and elec- 
trical recording. 


S & M Salesmen 
Convene at Factory 


In response to President Jim Shir 
reffs’ announcement, district managers 
for the S & M Lamp Co., Los Angeles, 
breezed into town for a week’s sales 
conference recently. They discussed 
plans for the current year and have a 
real increase to shoot at. For ’37 sales 
wer< 46 per cent above those of 1936. 


Emerson Appoints 
Bright Distributor 


Bright & Co., Reading, Pa., has taken 
on the distribution for Emerson radios 
in four Pennsylvania counties. 


Westerners Previewing 
‘38 Crosley Appliances 


The complete array of Crosley prod- 
ucts has been on parade during the past 
few weeks on the Pacific Coast. Chanslor 
& Lyons Stores, Inc., San Francisco, 
has held showings in Frisco, Fresno, 
Stockton, Sacramento, Chico and Santa 
Rosa. The North Coast Electric Co. 
put on shows in Portland and Seattle. 
In Spokane and Billings, Marshall Wells 
Co. were hosts. 

Sampson Wholesale Co. staged a 






WITH THE APPLIANCE PEOPLE 





meeting at Boise, Idaho; Western Sup 
ply Co. at Salt Lake City; San Diego 
Auto Electric Co. at San Diego, and 
Valley Electric Co. at Phoenix Arizona. 


Graybar, Alabama, 
Takes Hotpoint 


Graybar’s Birmingham house has 
taken on the complete line of Hotpoint 
major appliances for Alabama and 
western Florida. The merchandising 
operation of the line is headed by E. G. 
Walker, for many years associated 
with Hotpoint. 


Braid Takes 
Kelvinator Lines 


[he salesmen for the Braid Electric 
Co., Nashville, are now selling Kelvi 
nator’s complete appliance line to deal 


: a on ] db 
rs ot central Tennessee 


New Republic 
Making Tubes 


The New Republic Radio Corp., sub- 
sidiary of the Duro-Test Corp., North 
Bergen, N. J., is now rolling radio re- 
ceiving tubes off the production lines. 
Charles Manders, engineer, has charg: 
of production. 


Canadian G. E. 

Tells Service Story 

\t a meeting in Vancouver, Canadian 
General Electric Co. refrigerator engi- 
neers met with service men to discuss 
various servicing problems. Among th« 
General Electric men who gave talks 
were S. E. Erskine, contact manager of 
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POLITICIANS? Just one. It's the Hotpoint reception committee of San Bernardino, 
Cal., glad-handing the rail road boys for rolling in 51 cars of refrigerators 
without a mishap. H. C. Conklin, Hotpoint, salutes Santa Fe Engineer N. M. 
McGruder. Mayor C. T. Johnson congratulates F. C. Todt, G. E. Supply. and 


]. Hogan, conductor, gets a cheery word from J. R. Ryan of G. E. Supply. 
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the service department; D. C. Van 
Horne of the commercial refrigeration 
and air conditioning department; M. 
Irvine, commercial engineer of the 
American company and C. Coulter, 
Pacific Coast products engineer for the 
same company. 


Three Frigidaire 
Coal Stokers 


Delco-Frigidaire is now in production 
of three automatic coal stokers for the 
residential market. Actual deliveries 
begin in May. Two of the models are 
for homes using less than 30 tons of 
coal annually, the other is for homes 
in the greater consumption class. 





BIG PROBLEM for the radio jobber, in 
the opinion of L. L. Hirsch, president 
of the Electrical Supply Co., New 
Orleans, is to move current sets be- 
fore the new ones make their debut. 
He says the dealers in his territory 
realize these are good buys, but are 
afraid of being long on outmoded 
stock, in case of radical changes. 


Connelly Proud 
Of New Location 


The boys out on the firing line for 
the F. B. Connelly Co., Portland, have 
been bringing in so many orders, that 
it was necessary to get more space to 
hold the stock. They found a new spot 
at 835 N.W. Flanders St., with twice 
the amount of floor space. 


G. E. Dealers 
In Vancouver 





The Canadian General Electric Co 
recently held a series of dealer meetings 
in Vancouver, B.C., to show 1938 ap- 
pliance lines. A. E. Ormsby presented 
the refrigerators and H. C. Daddoch 
covered the other appliances. The visit 
ors learned the company enjoyed a 50 
per cent sales increase in 1937. 

















SALESMENS LO) 
CHECK LIST 


V COFFEE MAKERS 
V FOOD MIXERS 
V /RONS 
V HEATING PADS 










13938 


MODELS 













This check list of small appliances supplements 
the listings of toasters, waffle irons and grills pre- 
sented last month. It provides a practical basis 
whereby a wholesaler’s salesman may compare 
his own line with other makes. It will help meet 


the questions of his dealers on competitive lines. 

This information is supplied by manufacturers 
and is subject to change. Additional details on all 
lines and models shown, of course, may be obtained 
direct from the manufacturers. 


SALES FOR THE LAST TEN YEARS 
























































COFFEEMAKERS COFFEEMAKERS FOOD MIXERS IRONS HEATING PADS 
(Metal) (Glass> 

No. Retail No Retail No. Retail No. | Retail No. Retail 

Sold Value Sold | Value Sold Value Sold | Value Sold Value 
1928] 1,472,000] $12,080,000 Not Available Not Available 3,000,000} $13,750,000} 510,000) $3,009,000 
1929) 1,295,800} 10,341,200 Not Available Not Available 3,150,000 14,438,000} 637,500) 3,506,250 
1930] 856,500! 6,639,895 Not Available Not Available 2,362,500 10,867,500} 433,500] 2,805,000 
1931} 399,159} 3,900,000 Not Available AME 6 on soon oie 2,154,889} 10,024,233] 492,000) 2,103,750 
1932] 201,600! 1,696,000 Not Available 300,000} .......... 1,858,400 7,161,920} 321,300} 1,180,000 
1933] 219,000} 1,846,170] 76,000 491,720} 350,000} $6,125,000} 2,430,400) 8,594,300] 356,687} 1,494,520 
1934] 287,207) 2,345,000] 100,000 647,000} 413,753) 7,100,000} 3,968,215) 13,161,371] 419,913) 1,940,000 
1935} 327,172| 2,591,200] 118,000 763,460] 447748] 8,449,000] 3,719,007] 14,894,934] 482,900} 2,231,000 
1936} 515,000} 2,979,576] 150,000} 900,000 Not Available 3,765,559| 16,670,122] 540,000} 2,494,000 
1937] 489,250) 2,186,900] 163,500} 948,300 Not Available 4,040,000} 18,700,000} 565,000] 2,700,000 
Totals | 6,062,688] $45,898,941 607,500] $3,750,480 1,596,501 $21,674,000 30,448,970] $128,262,380| 4,758,800|$23,463,520 

















Both percolators and glass coffee 
included under this head. 





which made—finish—list price. 


SEQUENCE OF LISTING: Model number— 


trade name—capacity in cups—material of 


makers are 





Aluminum Goods 








Mtg. Co. | 


Manitowoc, Wis, | 


$6.50 


955144M Mirro.... 7—Aluminum—Chrome 

9552M Mirro.... 9—Aluminum—Chrome $6.95 | 
9372M Mirro.... 9—Aluminum—Chrome $7.50} 
9122 . 9—Aluminum—Polished $3.95 
9561 44M Mirro. . 7—Aluminum—Polished $4.25 
9562M Mirro.... 9—Aluminum—Polished $4.50 


156 Patrici 


55 Fostoria 8—Glass....... 


Bersted Mtg. Co. 


Fostoria, Ohio 





Chase Brass & Copper Co., Inc. 


10 East 40th St., Chase Tower 
New York, N. Y. 


FOSTORIA CHASE 
an 6—Glass........ Chr. & Blk. $4.59 | 90120 Comet Brass...... Po. 
.. Chrome $9.25 | 17088 Coronet 25—Brass..... 
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Pol. Chrome $19.95 




















Chrome $8.95 





33 


Chicago Flexible Shaft Co, | 178_Dominio: 


5600 West R 





PENTHOUSE 





Glass Coffee Brewer Corp. 


325 N. We St 
FARBERWARE setae , 


9—Brass 
9—Bras 
9—Brass 
9—Brass 
Brass 
Brass 
Brass 
Brass 
Brass 
Brass 
Brass 
Bras 








The Coleman Lamp & Stove Co. 
Wichita, Kar 


General Electric Co. 


1285 Boston Ave. 
Bridgepe rt, Conr DTE 
DAE 
DHE 
DPE 
DGE 
DBE 





Hill-Shaw Company 


311 N. Desplaines St 
Chicago, Ill. 


$9.90 
& Durez 
ie & Durez 
) me & Durez 
ulator re , me & Durez $5 
Dominion Elec. Mtg. Co. ulator vest ecm cased 
Mansfield, Ohi ei , 
2NERAL ELECTRIC 








169P96 G 
189P96 Glass 


169B89 Glass Landers, Frary & Clark 


I 

G.} 

G.E 
189P89 G.E. &8—Glass 

G.E 

G.I 


Glas 
> - 
7 
169P900 G Glass 5 New Britain, C 
189P96 G Glas 
119P82 G Copper hrom 7.95 | x514 niversal Gla *hromium 
119P83 G ‘opper “hrome_ $3 E516 Ton | 

( *hrome 5 

( 


( Glass shromium 
Copper 
( 


E518 Jniversal Glass .. ~hromium 
pper hrom : E314 Universal ~—Glas ~hromium 
E316 Universal Gi . Chromium 
E318 Universal Gi: .. Chromium 
E6514 Universal Gl: .. Chromium 
E6516 Universal Glass .. *hromium 
E6518 Universal 8—Glass ... Chromium 


. E7307 Universal Copper.. Chromium 
A. C. Gilbert Co. | wesv« 


Universal Copper *hromium 


119P86 
119P101 


E 
E 
E 
E 





E7626 Universal Copper.. Chromium 

E866 =U niversal Copper.. Chromium 
E868 Universal Copper.. Chromium 

DOMINION B216 Penthou Chrome $8.95 | E7847 Universal Copper.. Chromium $9 


New Haven, C 
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UNIVERSAL 


E79467 Universal 
E706 Universal 
E7236 Universal 
E7206 Universal 
E7209 Universal 
E7644 Universal 
E7646 Universal 
E7649 Universal 
E7273 Universa 

Universal 
Universal 
Universal 
Universal! 

E9666 Universal 
E9669 Universa 
E9614 Universal 


Chromium 
Chromium 
Chromium 
Chromium 
Chromium 
Chromium 
Chromium 
Chromium 


Copper 
Copper 
Copper 
Copper 
Copper 
Copper. . 
Sopper 
‘opper 
‘opper 
‘opper 
opper 
“opper 
luminum 
ninum 
uminutr 


Chromium 
Chromium 
Chromium 
Chromium 
Px lished 
Polished 
Polished 
Polished 


luminun 





Manning. Bowman & Co. 


Meriden, Conn. 


MANNING-BOWMAN 


817 M-B 7—Glass 
819 M-B 9—Glass 
827 M-B 7 
829 M-B 9 
837 M-B 7 
839 M-B 9—Glass 
1381 M-B ; pper 
1381 M-B ‘opper 
1381 M-B Sopper 
380 M-B ‘opper 
380 M-B Sopper 
380 M-B Sopper 
383 M-B Sopper 
383 M-B ‘opper 
383 M-B “opper 
396/6 M-B 6—Copper 
1389/6 M-B 6—Copper 


~hromium 
*hromium 
~hromium 
~hromium 
~hromium 
~hromium 
~hromium 
~hromium 
~hromium 
*hromium 
~hromium 
~hromium 
~hromium 
~hromium 
~hromium 
~hromium 
Chromium 


Glass 
Glass 


Glass 





National Stamping & Electric Works 
2312-50 W. Lake St. 


Chicago, IIL. | 


447E White Cross 6 
448BTS White Cross 8 
54E White Cross 
64E White Cross 


Chrome $3.7 
Chrome $7. 
Chrome $5.55 
Chrome $6.: 


Glass 
—Glass 
12—Glass. .. 
14—-Glass 
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| 359 DeLuxe Set 6 


WHITE CROSS 





Robeson-Rochester Corp. 


176 Anderson Ave. 
Rochester, N. Y. 











ROYAL ROCHESTER 


16756 Royal Roch. 6 
10257 Royal Roch. 7 
10216 Royal Roch. 6 
10457 Royal Roch. 
16078 Royal Roch. 8—Copper 
10286 Royal Roch. 6 
10280 Royal Roch. 10 


Glass... Chromium $7. 
Copper.. Chromium $12. 
-Copper.. Chromium $9. 
7—Copper *hromium $10. 
*hromium $11 

“hromium $7. 
*hromium $8. 


Copper 
Copper 





Samson-United Corp. 


1700 University Ave. 
Rochester, N. Y. 


AUTOMATIC 


Chrome 
Chrome 
Chrome 
Chrome 
Chrome 
Chrome 


353 Coffeemaster 6—Glass 
453 DeLuxe 8 
260 Visulator 9 
264 Visulator Set 9 
458 DeLuxe Set 


Glass 
-Glass 
Glass 
Glass 


Glass 


SALESMAN 


985 Automatic &—C ypper 
991 Standard 8—Copper 


Chromiut $9.95 


Chromiur $5.98 





Sheridan Electro Corp. 


3241-3243 S. State St. 
Chicago, Il 


3106 Vogue 
3108 Vogue 
3110 Vogue 
3113 Vogue 
3116 Vogue 6 
3118 Vogue & 
3120 Vogue 10 
3123 Vogue 13 
3126 Vogue 6 
3128 Vogue 8 
3130 Vogue 
3133 Vogue 





The Silex Company 


Pliny St. 
Hartford, Conn 


SILEX 
Silex Jr. Glass . Chrome 
Anyheet 
Coronado 
Lido 
Pinehurst 
Buffet Serv. 


hrome 


~hrome 


Glass 
Glass 
~hrome 
*~hrome 


~hrome 


Glass 
Glass 


Glass 





Superior Electric Products Corp. 


1310 S. 13th St. 
St. Louis, Mo. 


807 Superlectric 7—C 
809 Superlectric 9 


opper me $8.00 
Copper Chrome $14.50 





Waage Mfg. Co. 


5100 Ravenswood Aves 
Chicago, Il. 


Aluminum.... Chrome $7.50 





West Bend Aluminum Co. 
West Bend, Wisc. 
566 Kwik-Drip 6—Aluminum 


569 Kwik-Drip 9—Aluminum 
540'4 Arrow 2-Aluminum 


Polished $1.95 
Polished $2.35 


Polished $1.25 
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ARROW 





ESKIMO 








Chicago Flexible Shaft Co. | 
Westinghouse Electric & Manu- $600 West Roosevelt Road ELECTROMAID 


; hicag Ii. 
facturing Co. aa Als ; ini 
Merchandising Divisio 68W Mixrite .. $14.95 

Mansfield, Ohi 28V Marvel 3 —3 ced = 








Torrington, C 


The Fitzgerald Mtg. Co. 


WESTINGHOUSE 


PMS4 Tray Set Gl 
PM54 Two-Heat —Gi 
PM64 Standard Gl 
PM74 Standard Gi: t l 
ey oe brome Dominion Elec. Mtg. Co. 

erTKeiey / I rm 2 
PTC104 Windsor “hr 
PNA34 Utility Alu im : 
PTC74 Styl Mat -hrome MAGIC MAID 
PTC64 Styl Matcl ~hrome 





Mansfield, Ohio 


805-D Magic Maid 4 8 . $20.50 
805-JE Magic Maid 4— 8 $18.50 








FOOD MIXERS Si P. A. Geier Co. 


: : =. 540 E. 105th St. 
SEQUENCE OF LISTING—Model number— : 


Cleveland, Ohio 
trade name—capacity in quarts—number of 


speeds—number of accessories—ist price. Royal Culinaire........... 3-3—1 $27.50 


edie 











Bersted Mfg. Co. Ge 1 Electric Co. 
nt es ss A. F. Dormeyer Mfg. Co. — ee a 


4316 N. Kilpatrick Ave. Bridgeport, Conn. 
500 Eskimo 4—3—1 $14.45 Chicago, Ill. 
504 Eskimo 4—3—1 $14.45 139DMS5 G.E. : 
503 Eskimo 4—3—1 $19.45 | 258V tricn : ... $16.95 | 159DM4 G.E. ; 
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Knapp-Monarch Company | 


Bent & Potomac Sts. 
St. Louis, Mo. 


$16.50 





Landers, Frary & Co. | 


New Britain, Conn. 


GENERAL ELECTRIC 





C. Gilbert Co. 


New Haven, Conn 








UNIVERSAL 


E861 
E862 
| E864 
| E871 
| E872 
E874 
E891 
E892 
E894 


Universal : 
Universal : 
Universal 3- 
Universal : 
Universal 3- 
Universal : 
Universal : 
Universal : 
Universal 





Merryway Company 
KITCHEN KIT 


Cottage St. 


Poughkeepsie, N. Y. 

. $19.95 
$ | B Merryway 

X Merryway 5- 


$48.00 








Miracle Products, Inc. 


36 So. State St. | 
Chicago, Ill. 


Hamilton Beach Co. 
Racine, Wisc. 





HAMILTON BEACH 


D Hamilton Beach 3 
MIRACLE 





| 234 Miracle 3—3—6 





SEQUENCE OF LISTING: Model number— 
trade name—weight in pounds—when auto- 
matic indicated by "A"—finish—list price. 





American Electric Heater Co. 
6110 Cass Ave. 
Detroit, Mich 


40-AB American Beauty... 4 
41%-AB American Beauty. . 4 
55-AB American Beauty.. : 
56-AB American Beauty.. ‘ 
60-AB American Beauty. . 

61-AB American Beauty. . 

5B American Beauty.. ! 
5\%4BPC American Beauty.. ! 


A—Chrome $8.95 
A—Chrome $8.95 
, A—Chrome $8.95 
.95 

.95 

A—Chrome $8.95 
Chrome $7.50 
—Chrome $7.50 





Benton Harbor Malleable 
Industries 

Benton Harbor, Mich. 

$1.10 


Royal Beauty 6 Chrome 





Bersted Mfg. Co. 


Fostoria, Ohio 


Nickel 

. Chrome 
Chrome 
Nickel 
Chrome 
Chrome 


Bersted 
Tra-Valet 
Bersted 
Victorian 
Bersted 
Patrician 


500 
1512 
$12 
510 
502 


527 





Birtman Electric Mfg. Co. 
4140 Fullerton Ave 
Chicago, Ii. 


BIRTMAN 


F120 Birtman 
F121 Birtman... 
F122 Birtman 
F124 Birtman.. 
F125 Birtman 


34% A—Chrome $7. 
A—Chrome $7. 
A—Chrome $5.! 

3....—Chrome $2.9 
..—Nickle §.... 





The Hobart Mfg. Co. | 
Kitchen Aid Division 
Troy, Ohio 


K Kitchen Aid 3},- 
G Kitchen Aid 5 


3—17 | 
| 140 Royal-Rochester 1—1—3 
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Robeson-Rochester Corp. | 


176 Anderson Ave. 
Rochester, N. Y. | 


$6.95 | 


Brannon, Inc. 
14307 3rd Ave. 
Detroit, Mich. 


6105-1 Cord-less-mat 6—A... . Chrome $9.95 
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Dominion Elec. Mfg. Co. Knapp-Monarch Company 


Mansfield, Ohi Bent & Potomac Sts. 
St. Louis, Mo. 





KNAPP-MONARCH 


6106-1 ( rd-O-Mat 6 A ( rome SR OS 
4105-1 Cord-O-Matic 4—A Chrome $8.95 








400/7 K-M 244 Chrome $3.50 
433/7 K-M 6 
468 K-M 5 A 














Chicago Electric Mfg. Co. Dover Appliance Co. 
















222 Wroct 65+ + Bent Ave. & Potomac St 
6333 West 65th St. wie wag Landers, Frary & Clark 

Clearing Statior St. Louis, so. 
Chicago, IJ New Britain, Conz 





380 Sally Dover ) A-—Chrome $8.95 
806 Handy t 2 Nicke $1.25 360 Open End 5 A4—Chrome 86.95 
807 Handyhot 2 Chrome $1.40 350 Doverite 5', A—Chrome $5.25 
903H Handyhot 6 ( ‘ $2.45 36H Open End ’ Chrome $3.95 
1005H Handyhot 6 Chrome $2.65 | 35H Doverite ) Chrome $3.25 
1100H Handyhot 6 Chrome $2.75 | 32'% Traveler 2 Chrome $2.50 
1000H Handyhot 6 Chrome $1.65 

( 


1001H Handyhot 6 
909H 





UNIVERSAL 












Chicago Flexible Shaft Co. The Fitzgerald Mfg. Co. 


Torrington, Conn 





5600 West R sevelt Road 





FITZGERALD Manning. Bowman & Co. 


1440 Magic Maid 5—A $3.95 Meriden, Conn. 
777 Magic Maid 5—A $3.95 
708 Star-Rite 5 $2.50 
708 Ind.-Star-Rite 5 $2.80 











General Electric Co. 


1285 Boston Ave. 
Bridgeport Contr 









MANNING BOWMAN 





1492 M-B 414 
1490 M-B ¢ 
1488 M-B 
1489 M-B 
1584 M-B 
1585 M-B 


y 
e 


Dp 
A 


Ran 







a 
a ” 


\ 
A 
A 
A 


we ve 

PHA 

wn 
wwe 
ne 


77) 





National Stamping & Electric 
Works 


GENERAL ELECTRIC 



















COLEMAN 3212-50 W. Lake St. 
119F100 G.E. 4 —A.... Chrome $7.95 Chicago, Til. 

40 Coleman 4%, \ i miun $7.95 159F 83 G.E. 3'¢—A Chrome $8.95 
41 Coleman 4°4,—A Chr 111 $8.95 | 159F 75 G.E. 6 A . Chrome $6.95 348 White Cross 6—A ... Chrome $5.80 
36 Colema Chr $4.95 179F 61 G.E. 6 Chrome $3.95 347 White Cross 6 . Chrome $3.20 
37 Colema \ Chr $5.95 | 119F 84 G.E. 6—A Chrome $8.95 | 349 White Cross 6—A ... Chrome $8.00 
38 Colema \ Chromiur $6.95 119F 98 G.E. 5—A Chrome $5.95 | 1350 White Cross 4—A....... Chrome $7.00 
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VISUMATIC 


WHITE CROSS 

341 Visumati 4. 
346 Visu-Heat 4! 2 
342 Panelmatx 6 
245 ; 6 
246 Heat-Meter 6 
244 Standard 6 


1247CA White Cross 
1247NA White Cros 





Proctor Electric Co. 


( 
( 
( 
( 
( 


( 


*hr. & Bak. 
“hr. & Bak. 
~hrome 
~hrome 
~hrome 
*hrome 


$8 
$4 
$5 
$4 
$3 
$2 





7th St. & Tabor Rd. 


Philadelphia, Pa. 


Son-Chief 


C350H Son-Chief ! 
C300 Son-Chief 
‘300H N Son-Chief 


Electrics, 


Winsted, 


Chrome 
Chrome 
Chrome 


Inc. 


$1.30 
$1.90 





Stern-Brown, 


PROCTOR 


$& 
$& 
$8.5: 
$7 
$3 
$9 
$12.5 


931 Snap Stand Chrome 
944 Blue Streak Chrome 
942 Speed Iron d Chrome 
943 Economy d Chrome 
953 Heatmeter Chrome 

9426 Laundry ( t 

9429 Tailor ( 


*hrome 
~hrome 





Robeson-Rochester Corp. 


176 Anderson Ave. 
Rochester, N. Y. 


SUPERS’ 


12TIS Superstar 

13 Superstar 

13S Superstar 

12 Superstar 
9 JI yyce 


42-24 Orch 


Inc. 


ard St. 


Long Island City, N. Y. 


rAR 


~hromium 
~hromium 
~hromium 
~hromium 
~hromium 





ROYAL ROCHESTER 


140 Royal-Rochester 44,—A... Chromium 
130 Royal-Rochester 6 A... Chromium 
125 Royal-Rochester 6 A... Chromium 





Electric Co. 


Marion, Indiana 


Rutenber 


Marion 
Marion 
Marion 
Marion 
Marion 


Chrome 
Nickel 

. Chrome 
Chrome 





1310S. 1 


St 


SUPERLECTRIC 


Samson-United Corp. 


1700 University Ave. 
Rochester, N. Y. | 


Superlectric 
Superlectric 
Superlectric 
Superlectric 
Superlectric 
Superlectric 
Superlectric 2! 
Superlectric 3!.—A 
Superlectric 6 A 


5\4— 
51 
51 
51 
5\- 
5! 


sas 


2 
2 
2 


144 Household 6 cin 
143 Boudoir 3 
247 Toy & Travel 2 

3149 Toy (Supersafe) 1° 


Nic kel 

Chrome 
Enamel 
Enamel 


$1. 
$1 
$1 
$1 


98 
98 
00 


5 


2 
2 


o~ 
“un oss 
CeRUAR WN = 
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. Chrome 
Nickel 
Chrome 
Chrome 
Chrome 
Chrome 
Nickel 
Chrome 
Chrome 


Superior Electric Products Corp. 


3th St. 
. Louis, Mo. 


Waage Mfg. Co. 


5100 Ravenswood Ave. 


Chicago, Il, 


53C C 
63C 
375 
51C 
83C 
31C 


ommander 5 
3 Heat € 
Lightweight 3% 
Streamline 5 
Laundry 8 
Traveler 3 


$6.95 
$5.50 
$3.50 
$3. 
$8 
$3 


75 





Westinghouse Electric & Manu- 
facturing Co. 


Merchandising Divisior 
Mansfield, Ohi: 


WESTINGHOUSE 


LPC — 4 Streamline 
LKC-24 Deluxe 
LHC-64 Ultramodern 
LEC —44 Standard 
CHC-54 Non-Automatic 


. Chrome 
Chrome 
Chrome 

. Chrome 
Chrome 





HEATING PADS 


SEQUENCE OF LISTING: Model number— 
trade name—number of heats—when sup- 
plied with thermostatic control indicated by 
"Thermo''—list price. 





Battle Creek Equipment Co. 


32 N. Washington Ave. 
Battle Creek, Mich. 


Blanket 12” x 15” 
Blanket 15” x 30" 
Blanket 33” x 80" 
Blanket 66” . 80” 


$3 
$7 
$38 
$65 


90 
70 
00 
OO 


Thermo 
Thermo 
Thermo 


3 
3 
3 
3— Thermo 





Chicago Flexible Shaft Co. 


5600 West Roosevelt Rd. 
Chicago, I 





WETPROOF 


H581 Wet-Proot 








Thermo. $4.9 
Thermo. $5.9 
9 
9 







136Q24 G.E. 3 ’ ' Thermo. $5.95 575 White Cross 
570 White Cross 
571 White Cross 
576 White Cross 


Dominion Elec. Mfg. Co. | 136023 G.E. 3 Thermo. $3.95 | 574 White Cross 
Mansfield. Ohi Thermo. $2. 
Thermo. $3 
Thermo. $6.95 





wwwww 





Hewitt Electric & Mfg. Co. 


8 Howard St. 
Somerville, Mass 








Northern Electric Co. 





























46 Hewitt 6 $6.50 

48 Hewitt 3 $4.95 2835 No. Western Ave 
44 Hewitt 3 $3.50 Chicago, Ill 
44S Hewitt 3 . $4.45 

173 Blanket 3 . $21.50 _ a 

a * cans WMO? 





Knapp-Monarch Company 


Bent & Potomac Sts 
St. Louis, M 

















804 K-M 3 Th $3.95 
808 K-M 3 Thermo. $4.95 
810 K-M 3 Thermo. $6.50 
812 K-M 3 Thermo. $9.95 








608 Dominion 3 Thermo. $5.95 Landers, Frary & Clar 


612 Electrahot 3 Then $3.80 
611 Electrahot 3... Therm $2.90 New Britain, Conn. 

























E9944 U 3 rhermo. 
is E9946 Universal 3 Thermo. $6.50 

Eagle Electric Mfg. Co., Inc. 0030 Universal 3 Thermo. $6.50 _ oe 
E9020R Universal 3 Theew « eg | 802D3 Northern 3 Chern $5.95 
e - ” 4 é niversa 5 nermo, $5 » | _ onve, ~ 
59-79 Hall St cia ' : or < ef | 803F3 m 3 Thermo. $4.95 
ri > ar E9920B Universal] 3 Thermo. $5.50 < age tniee vs 
Brooklyn, N. Y. anant: TY . nm <p, | 803C2 Northern 3 Thermo. $3.95 
E9920G Universal 3 Thermo. $5.50 | »B1 Norther ‘Sie 3.25 
£0846 I aa 3 Thermo. $3.95 802B1 Northern 3 Thermo. $3.25 
E9147 Universal 3 Thermo. $3.25| 95 Redline 3 See) Soe 
E9400 [ ersal 3 Thermo. $6.95 900 Red Line 3 Thermo. $1.50 


















Manning. Bowman & Co. 
Meriden, C 


Poloron Prod. Inc. 


Bradford Rd. 
Mt. Vernon, N. Y. 


~DM =F 











304 Poloron 3 Thern s 
302F Heatwave 3 Thern $ 
303F Sunshower 3 Thermo. $ 
309 Warmth 3 Thern $ 








Du: 


oO 


Samson-United Corp. 





EAGLE 


1700 University Ave. 
Rochester, N. Y 











[f RE & MANNING BOWMAN 


The Fitzgerald Mfg. Co. 





Torrington, Conn 














1691 Manning-Bowman 3 Therm $9.95 
1696 Manning-Bowman 3 Thermo. $5.95 
| 696 Manning-Bowman 3 Thermo. $4.95 
j 1695 Manning-Bow n 3 Thermo. $4.95 
| 695 Manning-Bow n 3 o. $3.95 
1694 Manning-Bowman 3 $3.95 











National Stamping & Electric WETPROOP 


Works | ; 
















21 Underwriters’ L. 3 Thermo. $2.95 

3212-50 W. Lake St 522 Special 3-Heat 3 Thermo. $1.98 

aw wo | 3 Wemreerery. $ Thermo. $3.95 

Chicago, Ill. | 620 U.L.-Terry Cloth 3 Thermo. $3.95 

523 Wetproof-Q.S 3 Thermo. $5.95 

623 U.L.-Quilted Sat 3 Thermo. $5.95 

525 Wetproof-Velour 3 Thermo. $4.95 

| EET Tee Thermo. $2.40 625 U.L.-Velour 3 Thermo. $4.95 

















General Electric Co. 


1285 Boston Ave. 
Bridgeport, Conn. 








——HEATI 












The Seamless Rubber Co. 


New Haven, Conn. 





wns 7, 
NG PAD: 
















Thermo. $4.95 


WHITE CROSS SR101 Electro-Sheet 3 ane .. Thermo. $7.50 


THE WHOLESALER’S SALESMAN — May 1938 








LD FRIENDS are nearly always the 

best—but the 1938 models by 
HUNTER CENTURY introduce new 
designs and features in keeping with the 
traditional pride of this company enter- 
ing its Sist SEASON. 

The silencer models with special blade construc- 
tion provide even distribution of air currents with- 
out the usual objectionable drafts—and at less cost 
of operation and upkeep than ever before. 
Beautiful chrome and highly polished aluminum 
fronts—with stream-lined guards—give new eye 
appeal entirely fresh and pleasing. 

HUNTER CENTURY maintains twenty ware- 


house stations and two hundred distributors 


“Airspread” 


Adjustable service for national chain buyers. 
Pedestal Type = 


HUNTER FAN & VENTILATING CO., Inc. 


Factory: FULTON, NEW YORK 
General Sales Offices: Memphis, Sterick Building 
Eastern Sales Offices: New York, 92 Warren St. 
Western Sales Offices: St. Louis, 1804 Pine St. 


throughout the world to afford the most efficient 


CHICAGO PITTSBURGH DETROIT BOSTON 
PHILADELPHIA CLEVELAND WASHINGTON 
NEW ORLEANS ATLANTA DALLAS 
LOS ANGELES SAN FRANCISCO 
SEATTLE SPOKANE 


WS 


SS 


—=— 51s' SEASON 
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‘Airspread” 
CeilingType 


l6_In 
Capacitor Motor 
Silencer Type 















Son-Chief Electrics, Inc. 


Winsted, Conn. 





Thermo. $1.90 











Varick Electric Mfg. Co., Inc. 
10 Washingeten Plac? 


New York, N. Y. 








. Eureka 3—Thermo $1.80 

. Kozee.. 3—Thermo $2.00 
405 Wetproof 3—Thermo $2.30 
T Varick 3—Thermo $2.60 
408 Varick 3—Thermo $2.80 
406 DeLuxe 











3 lhermo $4.00 





SIGNAL 16 INCH 
OSCILLATING 
ADJUSTABLE 
FLOOR MODEL 
PEDESTAL FAN— 








Waage Mfg. Co. 


5100 Ravenswood Ave. 
Chicag I] 






961 Thermo. 
4P3 3 Therm $3.75 
) x 3 Thern 















Westinghouse Electric & Manu- 
facturing Co. 









Merchandising Division 
Mansfield, Ohio 










Easily moved about, and 
adjusted to the desired 
height for the room—ad- 
justable from 4 ft. 6 in. to 
7 ft. 6 in. from floor to 
.- 16 inch 
quiet type polished alumi- 













center of fan . 


num fan blades... Rotary 
type switch, 3 speeds... 
air displacement 1650 
r.p.m.... Induction motor, 
non-radio interfering. This 
is Signal P-1250-A fan. list 


price $33.75. Prepare now for calls from your dealers for 








this new fan. Complete details upon request. 


SIGNAL ELECTRIC MFG. CO. | _* NEW 1938 « 


VERIFIED DIRECTORY 















| Menominee, Michigan 


OF 
Offices in all principal cities ELECTRICAL WHOLESALERS 
The manufacturers guide 

‘ens rh fa\ T to effective distribution 


OLGreaas 


WRITE TO THIS PUBLICATION FOR DETAILS 
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AUTO RADIO 





FEATURES Single unit contains a 
5-tube Superheterodyne chassis, an effi- 
cient speaker, dial and controls. Can be 
installed in any type of car independent 
of instrument panel design and requires 
no holes to be drilled in face of panel. 
Has single universal mounting bracket 
usable with all cars. DETAILS Tun- 
ing range of from 550 to 15550 kes., 
magnetic core transformer, watch type 
dial with translucent diffuser. Lists at 
$19.95. MADE BY R.C.A. Manu- 
facturing Co., Camden, N.J. 



















MILK COOLER 























FEATURES . . . Self contained. DETAILS 
Line ranges from 2-can to 10-can sizes 
in wet storage models, all self contained. 


May 1938 — THE WHOLESALER’S 


NEW 


PRODUCTS 
’@ S248 . «& « 


In dry storage models, 4-can and 6-can 
sizes are available with deck mounted 
refrigeration units. Model DM-4 is illus- 
trated. MADE BY ... General Electric 
Co., Nela Park, Cleveland. 





EMERGENCY LIGHT 






































FEATURES . . . Emergency light system 
designed to provide light for exit-doors 
with 110 volt, a.c. or d.c. service, or in 
case of failure of service. DETAILS... 
Unit housed in cabinet. Lighting effected 
by two bulbs connected in parallel and 
controlled by external switch. Second 
plug-in is connected to a permanent 
live circuit which holds open battery 
circuit through a relay. If current fails, 
emergency lamp in center of unit lights. 
MADE BY ... Emergency Light Corp.., 
23 Washington St., New York, N. Y. 


SPOTLIGHT 





" \\\"e 


|) aun 
"" beak id 


FEATURES . . . Standard 2-cell fibre 
chrome focusing. Fibre case is ribbed. 
Three-position safety-lock switch gives 








SALESMAN 





protection from accidental battery dis- 
charge. DETAILS ... Lens of bevel- 
edge plate glass and friction lock in 
focusing device holds the "spot". Shock 
absorber protects No. 14 bulb in case 
of dropping. Octagon lens rim prevents 
rolling. Full-swing ring hanger inset at 
bottom of case. Two spare bulbs can 
be carried in end cap. MADE BY... 
Bond Electric Corp., New Haven, Conn. 


AIR CIRCULATOR 














FEATURES . . . Adjustable from 4!/2' to 
8' in heigth. Can be tilted 30 degrees 
up or down. DETAILS . . . Coronado 
tan is standard color. Enterprise cream, 
Chinese red and Ashburn green are 
optional. Trimmed with nickel. Two 
sizes—20" and 24". MADE BY ... Har- 


covent Electric Co., Minneapolis. 








43 








































































TWELVE INCH FAN 


fire: style leader of the profit 
making Delco line, with its 
graceful lines, wide overlapping 
blades and beautiful statuary 
bronze finish, will add a deco- 
rative touch in any home or 
office. 


The Delco line is so complete 
it gives you the opportunity of 
satisfactorily solving cooling 
and ventilating problems for 
homes, stores, offices and fac- 
tories, and in this way offers 
unexcelled profit opportunities. 


DELCO FANS OFFER 


1. Delco Desk, Wall and Ventilating 
Fans for the Quality Market. 


2. Delco Northeaster Desk, Wall and 
Ventilating Fans for the Price 
Market. 


3. Delco Aircirculators for the Busi- 
ness Market. 


4. Delco Exhaust and Ventilating 
Fans for the Industrial Market. 


Send for 1938 Catalog 




















LIGHT-BLOWER 





FEATURES . . . Positive suction centri- 
fugal blower with light attached. DE- 
TAILS . . . Capacity of No. 105 (illus- 
trated) is 200 CFM. Motor and wheel 
assembly set in live rubber. Complete 
as unit. When installed, mechanism 
out of sight. Unit illustrated, suggested 
for bathroom. MADE BY .. . Trade- 
Wind Motorfans, Inc., 1325 Maple Ave., 
Los Angeles, Cal. 





STATIC FILTERETTE 








FEATURES ... For use where police call 
systems cause interference. To be in- 
stalled in outdoor conduit system and 
comprises correct values of inductance 
and capacitance to prevent feedback of 
interference to power lines. DETAILS 
. . . Contained in weatherproof, cast iron 
housing. Catalogued as GR-3. MADE 
BY . . . Tobe Deutschmann Corp., Can- 


ton, Mass. 





AIR CONDITIONER 





FEATURES ... 


Unit type for offices, 
homes, etc. Complete when shipped. 
Mountable on pipe stands; may be 
suspended from ceiling or placed on 
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floor. DETAILS . . . Consists of three 
independent sections, bolted together to 
form unit. They are frame and enclosure, 
fan unit and filter unit. Steel bottom 
of enclosure serves as drain pan. Two 
fans are aphonic radial flow type, 
dynamically balanced, with die cast sili- 
con-aluminum alloy blades. MADE BY 
3 . General Electric Co., Bloomfield, 
i. we 





SOUND SYSTEM 





FEATURES ... 60 to 90 Watt system de- 
signed for use where high power sound 
reinforcement is required such as audi- 
toriums, railroad and bus terminals, air- 
ports, sport fields, ships. DETAILS... 
"Beam power’ amplifier housed in 
streamlined case. Fourteen tubes. Com- 
plete outfit includes microphone, floor 
stand, four heavy-duty concert speakers. 
Field supply for the speaker is supplied 
by the amplifier. MADE BY ... Whole- 
sale Radio Service Co., Inc., 100-6th 
Ave., New York. 





VITREOUS RESISTOR 





FEATURES ... Line of wire wound vitre- 
ous enameled resistors includes sizes 
from 5 watts to 200 watts. Sizes of 
tubes range from 5 watt unit measuring 
5/16" in diameter and |" in length to 
200 watt unit measuring |'/g" in diam- 
eter and 12" in length. DETAILS... 
Wire space wound on low loss ceramic 
cores with resistance wire having low 
temperature coefficient which assures 
values remaining within desired limits 
over wide range of operating tempera- 
tures. Available in fixed, tapped or ad- 
justable types, with terminals of either 
flexible pig-tail or soldering lug. Brackets 
can be supplied. MADE BY ... Lec- 
trohm, Inc., 5133 W. 25th Place, Cicero, 
Ilinois. 











CONSTRUCTION OPPORTUNITIES BRING ORDERS 


when you Yo) | ae 
















One observer says that "construc- 
tion is the highest spot on the business 
horizon". You can cash in on these 
opportunities when you tell contrac- 
tors that Fullman gives them: 


. Congratulations 


Greater Profit because the Latrobe line 

saves installation time (no small screws or 

complicated parts). NE.W.A. 

: Spring Conventi 
on ur 

Lasting Satisfaction because their cus- a aie. onvention 
tomers will be satisfied with Fullman 
trouble-free operation. (No service calls 
or "grief" after the job is done!) 


at Hot Springs 


They'll appreciate the difference in appear- 
ance and profit. 





No. 130 "LATROBE" 
No. 110 “LATROBE'’ ADJUSTABLE WATER- No. 284 DUPLEX 








WATERTIGHT BOX TIGHT FLOOR BOX RECEPTACLE 
Cut-away view of No. Ne. 130 Box with No. NOZZLE 
110 Box showing how 207 Bell Nozzle. Cut- With %” brass pipe ex- 
the tapered unit recep away view illustrates how tension. Neatest and 
No. 285 DOUBLE tacle fits tapered open- tapered unit receptacle most c)mpact fitting 
- " ing in top of box body. fits tapered opening in obtainable. Also avail 
No. 330 'LATROBE" ves talib eon oe wane The last word in de- adjustable ring. Design able with %” pipe ex 
TOM THUMB UTILITY sign, appearance, and eliminates many small tension. Fullman also 
Two gang Adjustable Floor Box The most attractive, simplicity of installa parts, Cover plate 3%” offers Duplex Telephone 
with No. 208 Receptacle in one compact and easy-to tion. overall height 3%” Nozzles. 
For use in wood installa section. One cover plate with %” install fitting on mar- 
tions, and other locations Flush Brass Plug and the other ket. Shown in illus- 
free from moisture 01 cover plate with 2” Flush Brass tration with No, 200 


mechanical injury Plug. Cover Plate. 





Pullman Sanwachuring Co. 
LATROBE, PA. 
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@ The stocks of your customers are probably more depleted than 
they or you realize . . . Essential items, sizes and types will be 
found missing ;.. Your customers lose “quick-delivery” sales, 
and since hand-to-mouth buying is here, there is all the more 


reason to make sure a complete, if not large, stock is on hand. 


MAKE A CHECK-UP ON EVERY CALL 


It will pay you and your customers if you personally help in 
making a stock check-up. The dealer will profit and you will get 


fill-in orders for prompt shipment from your house. 


There is no chance of loss in carrying adequate stock of Jefferson 


Products—they are always saleable and uniform in quality. 


JEFFERSON ELECTRIC COMPANY 
BELLWOOD (Suburb of Chicago), ILLINOIS 
Canadian Factory: 535 College St., Toronto, Ont. 

















han 
be 
les, 


ore 


Lé. 


get 


son 





Door Bell and Chime 


Transformers 
Your stock is not in shape without a 


reasonable supply of Jefferson Door 
Bell, Chime, Enunciator and Signaling 
Transformers. When wanted, they are 
usually wanted at once. 





Switch and Outlet 
Boxes 


Boxes when needed, are usually wanted 
at once, which makes it advisable to 
carry enough stock of those types in 
greatest demand . . . Building has ad- 
vanced and such standardized merchan- 
dise as boxes should be checked and 
fill-in orders placed now. 


Power Circuit Transformers 
Jefferson Power Circuit Transformers 
give you new profit opportunities. They 
permit use of 110-220 volt current for 
lights and various appliances and tools, 
on lower-cost, high voltage power cir- 
cuits... Present engineering practice 
is in the direction of this kind of indus- 
trial installation and Jefferson Trans- 
formers are used on a large number of 
outstanding jobs. 








with All Your Customers 


Neon Sign Transformers 


There is no slowdown in Neon sign 
installations—and it will pay you to 
have a representative stock of indoor 
and outdoor Jefferson Luminous 
Tube Transformers. 











Mercury Lamp 
Transformers 


Jefferson Mercury Lamp Transform- 
ers have proven of great value on 
many installations, providing steady, 
uniform voltage at all times, and 
giving the user maximum lamp 
efficiency. 









Reg Trade-Mark U.S. 










Jefferson-Union Renewable Fuses 


For over 40 years Union Fuses have established their 
worth—simple, rugged, easily renewable, Jefferson- 
Union Renewable Fuses should be in your stock in all 
standard capacities. 























N 


Jefferson Fustats 


You can find a ready market—for replacement and for 
new work—for Jefferson Fustats. By all means you can 
profit by having an assorted stock available at all times. 
Be sure to include Fustats on your Stock Re-filling Order. 





x 














Chairman Ray L. Kimber of Westinghouse, 
and Samuel S. Vineberg. manager of the 
Electrical League, pull off the wrappings. 


And what do the stars say, 
Paul? Paul E. Bowers travels 
for Benjamin. 


The cards get a going over by Ted Claus 
of Davis Elec’l. Supply, and Gene Card of 
The Wiremold Company. 


listens to another 
Engineers really ask ‘em, 


(Below) R. S. Pennock and T. A. Mager of 
Pass & Seymour, were among the show- 
men. Badges and all. 


awaits an _ engineer's 
ventilating pamphlet. 


George F. Hodder of Bulldog, 
question. 


(Below) L. G. Humphrey of Buffalo Forge, 
reaction to a 


Fred Button and R. D. Glennie of G. E. Supply, and 
D. E. Hathaway of the G. E. Co., gather around the 
throne of G. E. Publicity Man E. J. Lassen. 


J. A. Munhall, L. J. Miller, (behind Munhall) and J. W. 


Burden, of McCarthy Bros. & Ford, show Landon 
Archer, an engineer. R. L. Kimber, Westinghouse, right. 


(Below) C. C. Croll and A. Kreitzer of 
Graybar, and C. J. Ellis of Silvray, are 
happy about the whole thing. 
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PROMOTE ADEQUATE WIRING WITH 
G-E WIRING MATERIALS 


























uToPiA 2m] 
J —_|] 




















UATE 

















= 


Up and down the country, the National Ade- Promote adequate wiring in your territory with 
quate Wiring Program is turning into the electri- G-E Wiring Materials; make them the backbone 
cal hit parade of the year. of your wiring supplies business. 






































G-E Wiring Materials give you the advantage G-E promotion gives you the advantage of 
of dependable quality, performance and stability. years of missionary work in the home wiring field. 





eae 














The G-E Wiring Materials line and General Electric Wiring Materials include con- 
G-E Home Wiring can be found in any- duit, wire and cable, and wiring devices for every 
one’s “Who's Who” in adequate wiring. electrical requirement. 


- GENERAL @ ELECTRIC 
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PRODUCTS 
7@ @EEE..- « 


SUPPLIES AND EQUIPMENT 


———————— ENTRANCE EQUIPMENT ¢ 
Ain't 








































FEATURES . . . Provides for range, light- 
ing and water heater circuits. DETAILS 
. . « Pull cover type construction. Avail- 
able for surface or flush mounting, with 
fusible or non-fusible pull cover for main 
switch unit. Switch unit of 30 or 60 am- 
pere capacity. Two, four, six, or eight 
| lighting circuits. Cabinet reversible so 

circuits can be brought out at top or 
| bottom. Finished in black enamel. Pull 
covers ventilated and non-interchange- 

able. Solderless lugs provided on line, 
| range and water heater circuits. Dead 
front, flat steel, held in place by one 
screw. MADE BY ... The Wadsworth 
Elec. Mfg. Co., Covington, Ky. 


RECESSED CONCENTRATOR 






FEATURES . . . For use in high-intensity 
supplementary lighting of counters and 
displays. Unit mounts flush with ceiling. 
Adjustable feature permits directing light 
wherever desired. Especially suitable for 
locations where light must be directed at 
an angle for better illumination of verti- 
cal surfaces. DETAILS ... Diameter of 








50 





recess, 10”-6!/4” on shallow type. Alu- 
minum finish with polished aluminum 
lens holder. Available with choice of 
interchangeable lenses and louvres. Uni- 
versal ball-and-socket adjustment. MADE 
BY . . . Wilson Lighting Inc., 411 S. 
Clinton St., Chicago. 





TAPE HOLDER 





FEATURES ... To be worn on belt, per- 
mitting tape to be rolled off as required. 
Tape can be used to the end of roll as 
it holds roll firmly until all is used. MADE 
BY . . . Ideal Commutator Dresser Co., 
1047 Park Ave., Sycamore, Ill. 


AIRTIGHT CAPACITOR 


t " ~ senmiiaead “ 


FEATURES . . . Suggested for use in air 
craft, submarine and marine radio equip- 
ment. DETAILS . . . Impregnated and 
filled with Dykanol, a non-inflammable 
and non-explosive compound. Available 
in capacity range from .05 to 2 mfds., 
at voltages of 400, 600 and 1,000 d.c. 





Gu 
worried 
you a be $ re th { purgla 
tractors 9 him $5 000 wor 
you ve 
hole for recessing, 11/2”. Depth of Catalogued as DH series. MADE BY... 


Cornell-Dubilier Electric Corp., Plain- 
field, N. J. 


BI-POST LAMP 








FEATURES . . . To fill need for high- 
wattage light of small size. 500-watt. 
Cubical content is one-third that of 
maker's 500-watt screw base type. Can 
be burned with base up or down. DE- 
TAILS . . . Inside frosted. Two screen 
grids, one above, the other below the 
filament, intercept volatile tungsten par- 
ticles which otherwise might settle on 
inner walls, thus obstructing light.. Two 
metal posts are continuation of leads 
supporting filament. Suggested for both 
indoor and outdoor applications. Overall 
dimensions—7'/2” long; 2!/,” diameter. 
MADE BY ... General Electric Co., Nela 
Park, Cleveland. 


INTENSIFIER SPOTLIGHT 


FEATURES . . . For use in supplementing 
general lighting. Suggested for illumina- 
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Post Top Reflectors 





Deep Bowl for Mercury Vapor 


Vapor Proof Fixtures and Reflectors 


Dome Reflector for Mercury Vapor 





Duplex 
Dome 
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Material well-packaged 


is already half sold! 


1937 All America Package Award proves 

that Anaconda brings you BETTER 

PACKAGING for BETTER PRODUCTS 
for BETTER PROFITS 


These new Anaconda packages speak for them- 
selves but an “all America” award given them 
recently proves again that we’ve done a good job. 
We spent months studying packaging problems, 
not just in our own mills, but in wholesalers’ 
stockrooms and on dealers’ shelves. And not only 
that, we followed packages in transit, saw the 
beatings they took, scrapped any and all types 
that wouldn’t stand up. Then came a design for 
printing that makes every package an ANACONDA 
package. Here’s the result: 


@ Every carton marked so plainly that your stock 
man can’t make shipping mistakes. Fewer returns, 
fewer customer complaints! 


@ Every carton sturdily and accurately built for 
easier, more efficient stacking. Greater space 
economy in your warehouse, less time lost re- 


piling spilled stock! 


@ Every carton strong enough to protect the 


contents—over the roads, on the rails, in stock- 
rooms and on shelves. No more picking up 


tangled wire and repacking! 35441 
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@ Every carton with award-winning “eye-appeal” 
—a big point with dealers. Anaconda products 
now make good shelf merchandise—have you 
looked at your stockroom lately? 


BEST OF ALL—these packages contain Anaconda 
quality products—the easiest wire and cable to 
sell! These modern packages are but the outward 
indication of the care taken in producing Ana- 
conda wire and cable. From the mining of the ore 
to the last detail of the finish, Anaconda engineers 
and production specialists concentrate on making 
a flawless product. The Anaconda line is nation- 
ally advertised—for your benefit. It has everything 
—and remember, the line is complete—an Ana- 
conda product for every wiring requirement. 





CATALOGS THAT HELP YOU SELL 


A complete set of catalogs, every one up-to-date, 
new, informative, is yours with the Anaconda line. 
Make use of these books. 
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THE BEST 
IN 


FRICTION TAPE 
SINCE 1888 


CLIFTON MFG. CO. 


INC. 


MATTAPAN e BOSTON, MASS. 


SEND FOR PRICES AND SAMPLES 





| tion of surface where fine work or in- 


spection is done. Glare reduced by use 


| of dead black, internal louvres. These 


are removable. DETAILS ... When color 
correction desired, daylight glass cover 


| is employed, giving a color temperature 


of 4200 degrees Kelvin. A combination 
of 300-watt daylight lamp and daylight 
cover makes possible a color temperature 
of 5300 degree Kelvin. Available in ad- 
justable focus types, from 60-200 watts, 
with medium base lamps; and fixed 


| focus, 300-500 watt mogul base types. 


Universal brackets tapped for '/2” or 
%” conduit. Green lacquer finish. 
MADE BY . . . Benjamin Elec. Mfg. Co., 
Desplaines, Ill. 





BI-POST LAMP 


FEATURES ; 
Suitable for both 


| base-up and base- 


| of breakage due 





down burning. 500 
watt—I10, 115, 
120 volt, inside 
frosted, for gen- 
eral lighting. DE- 
TAILS . . . Lamp 
is 2/2” in diam- 
eter by 7!/2” in 
length. Heat-re- 
sisting glass bulb 
minimizes hazard 


to water cracks, 
eliminating need 
for water - proof 
fixtures. Medium 
bi-post base. 
MADE BY 

W estingh ouse 
Elec. & Mfg. Co., 
East Pittsburgh. 





ADJUSTABLE REFLECTOR 





FEATURES .. . Reflectors screw into 
existing sockets. No wiring or auxiliary 
equipment required. Reflector shell ad- 
justable so light can be directed in 
various directions. DETAILS . .. For 
use with 150 watt lamps. Two types of 
reflecting surfaces. Area behind lamp 
finished in satin aluminum. Surface ahead 
of lamp finished in polished aluminum. 
Exterior finished in satin aluminum 
sprayed with heat resisting lacquer. 
COR-L50 is illustrated. COR-200-300 is 
for 200 or 300 watt lamps. MADE BY 

. . The F. W. Wakefield Brass Co., 


Vermilion, Ohio. 





LIGHT DIMMER 








FEATURES ... Employs maker's "Autra- 
stat'"—an adjustable ratio auto-trans- 
former. For application with a.c. circuits. 
Suggested for use in theatres, audi- 
toriums, and so forth. DETAILS .. . Has 
characteristics of auto-transformer with 
indefinite number of steps. Controls any 
load from 10-watt lamp up to capacity 
of dimmer (one model, 1,000-watt ca- 
pacity; second model 4,000-watt capac- 
ity). At any dimmer position load may 
be increased or decreased without af- 
fecting intensity. For use on 110-120 
volt, 50-60 cycle a.c. MADE BY . 
Ward Leonard Electric Co., Mount 
Vernon, N. Y. 


TIME SWITCH 








FEATURES . . . Three types available— 
single throw, single and double pole 
and third type controls two circuits 
independently. For use on alternating 
current, either 50 or 60 cycle. DETAILS 

. . Uses pure silver contacts. Many 
parts, including clock plates, are fabri- 
cated of Bakelite. Outside dimensions 
are 714,” x 4” x 4”, Four convenient 
combination knockouts are supplied. 
MADE BY .. . Reliance Automatic 
Lighting Co., Racine, Wis. 


FISH WIRE 





\? 
1) 2) 


FEATURES .. . Wire is tapered. DE- 
TAILS . . . Three sizes available— 
Vg x 060; 3/16 x .060; 4 x.060. Packed 
in 50’, 75’, 100’, 150’ and 200’ coils. 
MADE BY ... The Rattan Manufacturing 
Co., P. O. Box 1745, New Haven, Conn. 
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RELIANCE 


IS YOUR PROFITABLE 
REE og es bs 0 








“RELIANCE” 


8-Day 
Bulletin 88 


Built for the control of 
1, 2 or 3 circuits, offer- 
ing a time piece as 
well as an automatic 
control for many types 
of electrical circuits, 
this model is almost 
universal in its appli- 
cations. 

Switch capacities 
from 10 to 50 amperes at 250 volts or less A. C. 
or D. C. Cast iron dust proof case. Underwriters’ 
Laboratories approved. 


List $28.00 to $36.00 








“MODEL W” 


Synchronous 
Bulletin 98 


A new synchron- 
ous electric time 
switch of extremely 
simple, compact and 
dependable con- 
struction, answering 
nearly every time 
switch need with 
only three modern 
types. 

Case is sheet steel 34% x 7 x 4 inches deep. 
Switch capacity is 30 amperes per pole at 125/250 
volts. Underwriters’ Laboratories approved. 


List $13.00 to $16.00 








“RACINE” 


8-Day 
Bulletin 88 


A sturdy, although 
inexpensive, 8-day 
model for loads up 
to 10 amperes at 
250 volts or less A. 
C. or D.C. 


Simple in construc- 
tion and absolutely 
fool-proof. Easily installed and built to give 
many years of dependable service. Furnished 
in dust proof cast iron case only. Underwriters’ 
Laboratories approved. 





List $19.50 











“BADGER” ; 


Synchronous 
Bulletin 96 { a 


For A. C. loads up to 
50 amperes this model § 
will be found to be 
most economical, de- 
pendable and accur- 
ate. 

Revolutionary switch 
construction insures 
positive contact and uniform tension. Furnished 
in single and double pole types and in either cast 
iron or sheet steel cases. Underwriters’ Labora- 
tories approved. 


List $18.00 to $30.00 
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A highly profitable line because of complete dependability in service—proven in over 100,000 
installations under all conditions. Write for complete descriptive literature and price sheets. 


































































THIS 
FAMOUS 
TRICO COMBINATION 


and every other TRICO PRODUCT has stepped 
up sales for TRICO Wholesalers everywhere. 


Your profit and your prestige will increase when 
you step with and recommend TRIC 
RENEWABLE FUSES 


With the famous powder-packed element. 


KANTARK “ONE-TIME” FUSES 
With genuine fibre tubes FUSES” 


COLORTOP PLUG FUSES 


America's Aristocrat of plug fuses 


TRICOMATIC PLUG FUSES 


With built-in thermal time-lag element 


KLIPLOK CLAMPS 


Lock fuses and clips together 


TEST CLAMPS 


For heavy-duty testing 


FUSE PULLERS 


For safe handling of fuses 


AUTOMATIC OILERS 


For all motors, line shafts, etc. 


Every TRICO Product is outstandingly different. 
Each has that certain “something” that gives you 
the edge over the other fellow. That's of 
benefit to you, your house andgyour customer. 


FOR PROFIT — FOR PRESTIGE 
SELL TRICO 


TRICO FUSE MFG. <a AUKEE, WIS., 





In Canada—IRVING SMITH LIMITED, Montreal 


we — 
<TRICO> ==: <FUSES~ 


STOP WASTED KILOWATTS AND WASTEFUL SHUTDOWNS 





MERCURY SWITCH 


FEATURES ... 
Noiseless mechan- 
ism based on mer- 
cury contacting 
principle. Wide 
mounting ears facil- 
itate alignment of 
switch with mount- 
ing surfaces. May 
be removed when 
not needed.  DE- 
TAILS . . . Binding 
screws adequate for 
No. 12 wire. Con- 
tact takes place in 
small, completely 
enclosed _ glass 
sealed metal button. Casing of black 
bakelite. Handle finished in brown or 
ivory. Fits all standard wall cases. Can 
not be mounted horizontally. Mounting 
position marked by "top"’ on one yoke. 
Rated at 5 amp., 125 volts; 5 amp., 250 
volts, a.c. or d.c. Approved. MADE 
BY ... The Bryant Electric Co., Bridge- 
port, Conn. 


INDIRECT UNIT 








FEATURES . . . Totally indirect for use 
with standard or silvered bowl lamps— 
200 to 500 watt size. DETAILS ... 
Aluminum hanger and reflecting bowl 
have satin finish. Polished aluminum 
shield replaces the usual elongated 
husk, thereby utilizing all light. Louvre 
is integral part of unit. Reflector inter- 
ior finished in white enamel. Catalogued 
as X line. MADE BY ... The F. W. 
Wakefield Brass Co., Vermilion, Ohio. 


RUBBER TWIN SOCKET 





FEATURES . . . One piece solid rubber 
into which all metal parts have been 
molded. Sturdy and chip-proof. Rubber 
construction absorbs vibration of nearby 
machinery thereby protecting lamp fila- 
ment. MADE BY ... Daniel Woodhead 
Co., 15 N. Jefferson St., Chicago, Ill. 
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HAZARD 


EASY TO WORK 


!. A hacksaw cut... 2. then a slight twist and pull 
... 3. and the end of the armor slips off easily 
In Hazard Armored Cable, the armor is loose enough to please the 
wireman, yet tight enough to stand the Underwriters’ pullout test. 


The bushing, with a distinctive projection to hold it in place, goes 
between paper and steel, thus affording double protection. 


The flame retarding and moisture resisting paper sheath and the 
pull string are exclusive Hazard features. 





Samples and literature on request. 


HAZARD INSULATED WIRE WORKS 
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NEWS 
NAMES 


anFACES 





. The Return of 
David Dobkin 


On the morning of April 18th, David 
Dobkin head of the Dobkin Electrical 
Supply Co., Chicago, was walking along 
Wells Street, whistling with gusto and 
smiling broadly. All was well with the 
world. He was returning to work after 
spending a couple of weeks at Hot 
Springs. 

He turned into a store, looked around, 
but something was strange. The walls 
were cream, trimmed in green. They 
weren't that color when he left. He 
glanced toward his office, but that didn’t 


look familiar. The counter men were 
the same so he figured he was in the 
right place. He shook his head and 
asked some questions. 

Yep, he belonged there, they said. 


While he was basking in Virginia, the 
new general manager, Joe Van, had de 
cided to give the boss a surprise. So 
the place was redecorated and Dobkin’s 
office was enlarged. When Dave calmed 
down, his smile returned and 
broader. His whistling was 
thusiastic than ever. 


grew even 


more en- 


R. M. Johannesen 
Joins Brower Electric 


R. M. Johannesen, who managed the 
General Electric Supply house at Char 
lotte, N. C., for several years, has re 
signed to become general manager of 
the Brower Electric Supply Co., Greens- 
boro, N. C. 
1 
chased 


ness. 


Johannesen has also pur- 
a financial interest in the busi- 
The firm plans construction of a 
new building. 


Detroit Stages 
Industrial Show 


For three days not long ago the Elec- 
trical Manufacturers Representatives 


Association of Detroit put on a record 
breaking industrial show. Each of those 


58 





days, 2,000 potential buyers from Mich 
igan, Ohio and Indiana, were on hand. 
Chairman R. D. Thompson of Economy 
Fuse; A. S. McCloy of Anaconda; D. 
\. Nesbitt of Harvey Hubbell; A. B. 
McChesney, mfg. agent, and E. B. 
\nderson, agent were the boys 
responsible for the success of the ex- 
hibition... The general public was not 
invited. The registration cards show 
that the visitors were maintenance men, 
contractors, wholesalers, inspectors, 
architects, consulting engineers and 


elected trade school classes. 


mig. 


General Cable Says, 
“Electrify With Copper” 


To keep up the drive for more, and 
heavier copper, the General Cable Corp. 
has developed and adopted the slogan 
“Electrify with Copper”. They are using 
t in all advertising and communications. 


Moe Brothers Move 
To Fort Atkinson 


Moe Brothers Manufacturing Co., 
makers of lighting equipment, are about 
to move from Milwaukee to Fort Atkin- 
son, Wis. A $60,000 factory will soon 
be completed there. A warehouse and 
show room still will continue in Mil- 


1 
wauKkee. 


A. D. Curtis And 
April Fool’s Day 


It was back in 1908, on April Fool’s 
Day, that Augustus D. Curtis hit upon 
indirect lighting. He was browsing 
through his trophy cases and the illu- 
mination didn’t suit him. He turned a 
fixture upside down and the effect was 
what he wanted. He liked it. Within 
a few days, he consulted a number of 
engineers for their advice. It resulted 
in the X-Ray reflector. And Curtis 
Lighting, Inc. is currently celebrating 
its 30th Anniversary. 














“NO SIR—don’t call it lagniappe.” said 
C. G. Justice, president of the Lighting 


Fixture & Electric Supply Co., New 
Orleans. “Lagniappe is something we 
Southerners give with a trade, and this 
present is a gift of the heart.” No 
he’s not holding lagniappe. Those are 
red fish and sheepshead. 


a 
‘a 
wes —- 


~~ 





HE DOESN'T LIKE IT, nevertheless E. J. 
Kelskey says that reciprocity is becom- 


ing more important in selling, and 
works both ways—for and against—the 
wholesaler. So it might even up after 
all. Kelskey is president of the Keps 
Electrical Supply Co., Pittsburgh. 





EVEN HIS DOG got tired of watching 
Charlie Seymour hang out that big 
washing, so the two of them relax. 


Charlie sells for the San Francisco 
house of Graybar and pushes appli- 
ances throughout the territory. 
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Cut Coste./ 


_.. with the FUSTAT 


Permits adding more Appliances to present Circuits 


You can load an ordinary circuit right up to capacity and yet 
protect it with a 15 ampere Fustat. Its long time-lag keeps it from 
opening needlessly as when motors start on washing machines, oil 
burners, refrigerators and other appliances. 

Thus you can expand the use of present circuits with perfect 
safety — and without incurring needless blowing of fuses. 


Abolishes aggravating ‘“‘Blown-Fuse”’ Service Calls 


Such calls are wasteful and costly to everybody. 

The user loses time and temper and often money when service 
is off. 

The service man is dragged away from more profitable work. 

Contractor or dealer loses if user kicks about paying full cost 
of a call where the only work done was to replace a blown fuse. 

The Fustat stops such senseless waste because it doesn’t blow 
needlessly. 


Protects against Dangerous Overloading of Circuits 


The Fustat cannot be replaced with a penny or other sub- 
stitute for the fuse — or with a size too large to protect. 

The user is protected against anyone unwittingly creating a fire 
or personal injury risk thru haphazard practices that permit cir- 
cuits to be overloaded. Once installed, SAFE protection 
REMAINS SAFE. 

If additional circuit capacity is needed, users cannot readily 
side-step the issue at the sacrifice of safety. 

Prevents Hazardous Burnout of Flexible Cords — 
in Spite of Long Time-Lag 

The Fustat contains a fuse. The ability of a fuse to protect 
against dangerous cord shorts, grounded sockets, etc., is well 
known. 

The quick action of the Fustat on such dangerous ‘“‘household 


shorts” prevents spraying of molten metal, starting of fires, burn- 
ing of users. 


Helps reduce User Kicks about Service or Appliances 


Users “‘just can’t be made to understand” why other protective 
devices often open when there is nothing wrong. 

When such needless shutdowns occur with newly purchased 
appliances they get particularly “‘hot’’ and generally throw the 
blame on whomever sold or installed the appliances. 

Such user complaints hurt not only the dealer or contractor — 
but everybody in the Electrical Industry. 

The Fustat offers a common sense way to reduce this evil to a 
minimum. 

It’s Just good business to sell, install and use Fustats. 





Fits present fuseholders 
Thruthe use of aninexpensive adapter that locks in place, 
the Fustat fits in any standard Edison base fuseholder. 


On new jobs, you can specify that panels, switches, Retails 
etc., be equipped with Fustat bases. at 7c 
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SELL 


appar ces 


SERVICE 
a ces 


“INSTALL 


applances 








Retails at 


Vc 


in 15 to 30 amp. sizes 




















“Whaddya Know?”, 
Asks Bull Dog 


Each month Bull Dog Electric sends 
out a number of questions to their sales- 
men concerning sales features of their 


various products. The boys get out 
their pens and go to work. To the 
four men doing the best jobs, go sub 
scriptions to The Wholesaler’s Sales- 
man. A month or so ago, five men 
landed in the top class, so the sales 


manager had to lay out an extra prize. 
Those winners were Paul Thatcher, 
J. T. Kelly, C. O. Walther, M. J. 
van Leeuwen and Leo Lipscomb. 


National Dealer 

Group Formed 

On 
from 


March 21, 


Various 


more than 60 dealers 
parts of the country, 
New York’s Hotel Com- 
modore to organize the National Asso- 
ciation of Radio and Appliance Retail 


gathered at 


ers. Members will be drawn from local 
associations, but individual member- 
ships will be accepted from retailers 
located in sections where there are no 


organized groups. 

Russell A. Atkinson, Brooklyn hard 
ware dealer was president. 
Homer C. Davis, Philadelphia, is vice 
president W. H. Frederick was elected 
recording secretary and Ralph Wegner, 
Fort Wayne, Ind., was named treasurer. 
ne 1939 convention 
Fort Wayne, Ind., 
of March. 


elected 


will be held in 


luring the first week 


Milwaukee Group 

Re-Elects Greusel 

For the fifth c msecutive 
W. Greusel of the 


Ing Corp., heads the 


term, Frank 
(sreusel Distribut 
Milwaukee 


Radio, 


COATS, HATS AND DERBIES are the order of the day. These boys 
ing alongside Van Cleef Brothers plant when the camera swung into action. 
They are H. D. Wexelberg, Noah Van Cleef and Paul Van Cleef, of the tape 
company; A. A. Gray, Electric Association; A. J]. McGivern, Wholesalers Asso- 


ciation; 
Electric; 


William Heaps, 


The Wholesaler’s Salesman; 
Jack Sadler, Commonwealth Edison; 


Refrigeration & Appliance Association. 
Other officers elected at the April 8th 
meeting were Gordon Fairfield, Morley 
Murphy Co., wholesale vice-president ; 
Gordon ische Brothers Radio 
Co., retail vice-president; Arthur Sch- 
leiger, Shadbolt & Boyd Co., treasurer 
J. Weiland, G. J. Weiland 


secretary. 


Ische, 


and George 
Co., 


More Graybar 
Service Buttons 


During March and April, Graybar 
pinned service buttons on 11 employees 
who have been with the firm 20 or more 
In the 20-year group were Sam 
B. Hardin, Denver manager; Comer V. 
Weaver, Atlanta Ida John- 
son, secretary to the sales promotion 
Gladys W. Johnson, San 
Francisco teller; Johanna Duske, New 
York typist; Michael J. Meskill, Balti- 
warehouse foreman and Joseph 
M. Barry, assistant foreman at Phila- 
delphia. 


vears. 
salesman; 


manager. ; 
more 


Those receiving 25-year buttons were 
Frank J. Berran, New York auditor of 
disbursements; Edwin H. New 
Haven service supervisor; William R. 
Windfield, Milwaukee service 
visor and Louis W. Baehr, Los 


3eebe, 


super 


Angeles 


Western G. E. Men 
On the Move 


J. L. Schricker, who has been cover 
ing parts of Wyoming and Utah for the 
Supply Salt 
has been upped to manager 
of construction materials and appliance 
sales. His old territory has been taken 
ver by WB. Roberts, who formerly 
sold in the city. Those accounts 


General Electric Corp., 


Lake ( ‘ity, 


are 


































































were stand- 


Fred Eiseman, Revere 
W. Zimmerman, Revere Electric; 


Gene Ball, Commonwealth Edison; L. B. Merrefield, Englewood Electric: Van N. 
Mazker, Revere Electric: A. Weinberg, Weinberg Electric, and Felix Van Cleef. 
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WARD HARRISON, director of Gen- 
eral Electric's Nela Park engineering 
department, points out the advantages 
of the new perfected fluorescent lumi- 


line lamps. Inner-coated with special 
fluorescent powders, these lamps pro- 
duce white and colored light with as 
much as 120 times the illumination for 
the current consumed as _ filament 
lamps, Watch this development. 


now handled by R. J. Ramsey. A new 
salesman, Frank Bailey, is also contact- 
ing city customers. He was formerly 
with the Intermountain Electric Co. 


At the Butte house, F. L. Garrison 
has been put in charge of appliance 
sales. His old desk and territory at 


Billings, have been taken over by G. R. 
Smith. 

At Denver, A. E. Fleming has charge 
of lamp and lighting sales. He hails 
from Salt Lake City, where he was with 
the Utah Power & Light 
illuminating engineer. H. R. 
who formerly headquartered at Albu- 
querque, has been promoted to appliance 
manager. His old territory is 
covered by J. I. Vanneman. Fred New- 
who was with Cache Valley 
Electric is located at Scotts Bluff, Neb., 
succeeding G. F. Edwards, who re- 
M. J. Baker, who traveled the 
city territory, has been appointed ap- 
pliance specialist in southern Colorado. 
Harvey Olmstead has taken over the 
city accounts. 


Co. as an 


syele, 


sales 


berger, 


signed. 


New Management 
For Sprague 


A new corporation, Sprague Elec- 
trical Supplies Inc., has taken over the 
Sprague Electrical Supply Co., Water- 
bury and Bridgeport, Conn. Starbuck 
Sprague, who receiver of the 
former company, is vice president of 
the new firm. John W. Saladine is 
president, John M. Mullin is treasurer 
and Josephine E. Tommasoni is secre- 
tary. James A. Gray has been named 


Was 


manager of the Waterbury house and 
Chelsea P. Cook holds the same job at 
Bridgeport. 
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40 PER CENT over ‘36. Great going—lots of smiles—and these are the boys who 
did it for the S & M Lamp Co., Los Angeles. Clockwise around the planning 
table are W. G. Shirreffs, O. R. Butler, Jim Edwards, Ernie Hail, John Allen 
Ware, Jim Shirreffs, Ray Fox, Lester Baxter, Ken Durnal, George Curtiss and 
Art Johnson. 


Litscher To 
Larger Quarters 


Early this month the Litscher Dis 
tributing Co., Grand Rapids, Mich., set- 
tled down in a new location at 13-15 
Market Ave., S.E. The new quarters 
ire larger than they formerly occupied 
at 16 Campau Ave., N.W. Tom Book, 
who was previously office manager, 1s 
sales force, calling on the 


trade in the city territory. 


now on the 


New Jobs For 
Westinghouse Executives 


Vice-President Ralph Kelly, who has 
been in charge of the Pittsburgh Works 
the Westinghouse Electric & Mfg. 
has been placed in charge of all 
He headquarters at Pittsburgh. 
Mr. Kelly has been with Westinghouse 
since 1909, the year he graduated from 
Harvard. 

Vice-President R. B. Mildon is now 
responsible for the East Pittsburgh 
division. Previously he had charge 
of the steam and stoker departments 
with headquarters at the South Phila- 
lelphia Works. He graduated from 
Cornell University in 1900 and in 1906 
joined George Westinghouse as a min- 
ing engineer. Until 1915 he was with 
the Westinghouse Machine Co. That 
year he became head of the company’s 
stoker department. 

Vice-President N. G. Symonds, long 
associated with sales operations, will de- 


ior 


Co., 


sales. 


vote his time to specific customer activi- 
ties, association work and other special 
luties as assigned. He graduated from 
Stanford University in 1901, joined 
Westinghouse the following year. 

Roy A. McCarty, formerly manager 
of the small motor division at Lima. 
Ohio, has been transferred to South 
Philadelphia, 7 


1 
‘ 


as head of the steam and 


62 





division. \ the 
University of Tennessee, he went with 
Westinghouse in 1903. His place at 
Lima has taken by B. H. Lytle, 
formerly a division : 
Pittsburgh. He joined Westinghouse in 
1909, after graduating the 


negie Institute of Techno 


eraduate of 


trnLare 
SLORCI 


been 
manager at East 


from Car- 


} 


i¢ iO ‘ 
Poetic Californians 
Entertain Ketcham 


‘rank A. Ketcham, president of the 
] \. Ket president th 
Ie 


Graybar lectric Co., who has been 
swinging around the Graybar circuit, 
was recently co-starred at a dinner- 
dance tendered by the San Francisco 


and Oakland houses. Sharing the spot- 
light with him was Emil A. Jesse, ware- 
I hiet his 60th 


iouse chief, who retired on 





“LEAD WITH THE LEFT”, 
Trosclair of the Electrical Supply Co., 


says Joe 


New Orleans. When not shadow box- 
ing, Joe rambles through the territory, 
bringing in plenty of orders. 









birthday, after spending 34 years with 
the company. 

The boys out there are poetic sort of 
fellows. That night the urge came ou 
in a big parade wherein each membe1 
was poetically introduced to the gather- 
ing. For instance, Salesman 
Moore was bowed in with: 


Georg’ 


George Moore is a city salesman 
And he has a lucky name, 

We like to see MOORE on his orders 
And we'd like to see MOORE of 


at 
tne same, 





Courteol Heads 
Mercoid Corporation 


Hugh Courteol, who was with the 
General Motors Holding Corp. in New 
York as vice president and manager, 
has been elected president of the Merc- 
oid Corp., Chicago. I. E. McCabe, chief 
engineer since the company’s founding, 
named board chairman. J. W. 
Owens is executive vice president in 
charge of sales. R. H. Chadwell was 
elected treasurer and Thomas P. Craw- 
ford, secretary. 


Was 


Graybar House 
At Columbia 


has put out the welcome sig 
Main St., Columbia, S. C. 
lohn H. Littleton, Jr., is manager of 
the new house. Horace B. Bibb and 
Norman L. Cannon are bringing in the 
orders. Robert L. Warwick has charge 
of service. Williams J. Parks, Jr. and 
Maud Baker run the office and Morgan 
Smith is in the warehouse. 


MEN ON 


( iraybar 
at 1927 


THE MOVE 





C. B. Jarvis of the Jarvis Electric Co., 
Vancouver, and C. Norman Gardiner of 
the Canadian Westinghouse Co., have 
been elected to the executive board of 
the Advertising & Sales Bureau of the 
Vancouver Board of Trade. 


»-* 


J. F. Lamar is covering parts of Kansas 
and Missouri for the Kansas City house 
of the American Electric Co. He han 
dles all lines. 


* 


R. A. Heim is out in the open these days 
for the Kansas City house of Glasco 
Elec. Co. Heim was promoted from in- 
side sales. Joe Gorman, who was for 
merly with the American Electric Co., 
St. Joseph, Mo., is in city 
department. 


Glasco’s 
* 


Richard E. Weiss has been upped to 
advertising manager of the Samson- 
United Corp., Rochester. He has been 
with the company since 1936. Before 
that he was promotion manager for the 
Rochester Journal and American. 
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The exclusive Westinghouse 
Diamond pointed jaw con- 
fines the bead to sections 
outside the contact area, sec- 
tions which do not normally 
carry current. 
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THERES ASWITCH WE NEVER HAVE TO 
BOTHER WITH.JOE! 











YOU SAIDIT BOSS! THESE 
WEST! NGHOUSE. SAFETY 
SWITCHES SUR 
= Xt UP AND TAKE. IT. YOU DONT 
HAVE TO NURSE THEM 
ALONG 





aN 























TIGHT, COOL CONTACTS IN THESE SAFETY SWITCHES 


You don’t have to keep dressing down jaws and blades to main- 
tain tight, cool contacts in Westinghouse Safety Switches. Jaws 
are diamond-shaped. When contact is broken, the atc is drawn 
between the diamond point of the break jaw and the end of the 
blade. The sections that carry current cannot pit, bead or burn off. 

In addition, one-piece copper parts prevent heating from loose 
connections. And in 575 and 600-volt switches, ““De-ion” grids 


quench heavy arcs almost instantly. 
For safe contact at all times, specify Westinghouse. All com- 
mercial types and ratings available from your: 


Electrical Wholesaler Electrical Contractor 
Motor Dealer Industrial Agent 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO., EAST PITTSBURGH, PA. 
J-20516 











Jim Parks is rambling over the eastern 
territory for the Southern Electric Sup- 
ply Co., Houston. He has been a whole- 
saler’s salesman for the past 14 years. 
He graduated in electrical engineering 
from Tulane University, then spent six 
years doing radio work for the Navy. 


* 


Robert Allen, a newcomer to the busi- 
the pay roll of the Electra 
Poughkeepsie, N. Y. 

* 


J. J. McBride now covers Chicago, In- 
diana, Michigan, Ohio and _ northern 
Kentucky for the National Union Radio 
Corp. He formerly worked for RCA, 
Grunow and the U. S. Radio & Tele- 
vision Corp. 


ness, is on 
Supply Co., 


* 


E. F. Carter has been promoted to as- 
sistant chief engineer for Sylvania radio 
tubes. He has been with the company 
ince 039 
since 1932. 

* 


Gilbert Schade is handling sales promo- 
tion for Silex. He was formerly with 
the John B. Fairbairn Advertising 
Agency. 

* 


Jim Randall is rambling through Texas 
and New Mexico for the Bright Light 
Reflector Co. He receives mail at 609 
Thomas Bldg., Dallas. 


* 


Robert O. Webster, for many years a 
sales engineer for the Thermador Elec- 
trical Mfg. Co., has been named. district 
manager of the Sacramento and Stock- 
ton territories. He headquarters at 
Sacramento. Frank Collins is north- 
west representative, with his office at 
Portland. 


* 


Eugene Mathes, a long timer in the 
wholesaling business, has charge of 
credits and service at the San Francisco 
house of the Incandescent Supply Co. 
Ralph Ninnis is representing the firm in 
the Fresno region and Pete Rossi has 
been appointed assistant manager at 
the Fresno house. 


Douglas H. Robertson is the new man 
ager in the British Columbia district for 
tue Canadian General Electric Co. He 
succeeds the late George Wright. Rob- 
ertson entered the electrical industry in 
1921, upon his graduation from Trinity 
College. 
* 


J. H. Hoppe has joined the Electric 
Supply Co., Des Moines, Iowa, as major 
appliance specialist. V. W. Torrance 
heads the service deartment. 


* 


Jerome H. Nymberg now manages air 
conditioning sales at Detroit for 
Wood Industries, Inc. He was man- 
ager of installation and service there. 
This job has been taken over by Henry 
W. Jackson. 


Gar 


* 
Edgar A. Fisher and F. H. McCormick 


have new titles at Frigidaire. Fisher, 
who formerly managed the appliance 
engineering department, is now general 
budget director. McCormick, who for- 
merly headed the range engineering 
department, takes over his old job. 


* 
Clayton S. Coggeshall has been named 


general assistant to R. B. Beale, man 
ager of General Electric’s turbine divi- 
sion. He previously headed turbine 
sales at the Lynn River works. John 
L. Kerr has taken over that work. Rob- 
ert S. Neblett has been made manager 
of turbine sales at Schenectady. 


* 


Harry Miller has been promoted from 
storekeeper to purchasing agent for 
Electrical Products Consolidated, 
Seattle. He replaces Athol Baker, who 
resigned to become assistant manager 
of the Agnew Hardware Co., Everett, 


Wash. 
* 


H. E. Sanderson, for many years Bryant 
Pacific Coast manager, has resigned to 
special representative for the 
Bryant Plastics Division. F. C. Scharr, 
who has been in the Seattle territory, 
takes over as district supervisor. 


become 


BIGGER BUILDING, lots of sunshine, and a swell bunch of employees, make 
George Broome, head of Broome Electric, Amarillo, Tex., a happy wholesaler. 
In the picture are Mrs. Broome, the boss himself, Mrs. Kopek, Mrs. M. Malone, 
Mrs. D. Sangster, T. W. Perks, W. A. Stubbs, W Dickerson, Bob Kile, Joe Clark, 


]. A. Carpenter and E. L. King. 


THE 


VETERAN. You'd never think it, but 
C. C. Wimbish has been traveling a 
territory for Interstate Electric, Shreve- 
port, La., for 19 years. He must live 
right. Or maybe it's the good chow 
they dish out in Texas and Arkansas. 


Calvin D. Mitchell has joined Bendix 
Home Appliances, Inc., as sales head in 
the Southeast. He is located at Char- 
lotte, N. C. Before joining Bendix he 
spent 11 years with Kelvinator. 


* 


Hugh Sheeter is on the pay roll of 


Graybar’s Los Angeles house as man- 
ager of the lamp and lighting depart- 
ment. He was formerly with the Union 
Hardware and Metal Co. 


* 


C. H. Alvord, C. J. Hall and T. J. 
Kleinberg of Incandescent Supply Co., 
Los Angeles, are in new jobs. Alvord 
works out of Santa Barbara covering 
the northern territory; Hall now func- 
tions in New Mexico, Arizona and 
southern Nevada; Kleinberg, formerly 
inside lighting salesman, covers Santa 
Anna and the harbor district. 


* 


R. C. Purdy is working out of Cleve 
land for the McGill Manvfacturing Co. 
He sells in Akron, Canton, Youngstown 
and Warren. 

* 


David W. Skinner has been named 
managing engineer of General Electric’s 
appliance section at Bridgeport. He 


has been with G.E. since ’25. 
* 


C. A. Russell has been named general 
sales manager of Wesix Electric Heater 
Co., San Francisco. 


* 
R. L. Green is travelling the territory 


between Altoona and Williamsport for 
the Westinghouse Electric Supply Co., 
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1938 — THE 


of “conditioning” which improve employee efficiency, 
product quality, and industrial relations, LIGHT CoN- 
DITIONING is one of the most important. Basic to 
proper LIGHT CONDITIONING in your plant are the 
RLM specifications, setting standards of performance, 
output and quality for industrial lighting reflectors. 
Nine manufacturers now make RLM Dome, RLM 
Deep Bowl and rtm Symmetrical Angle reflectors in 
accordance with these strict specifications. The RLM 
label is a certificate of performance to these specifi- 
cations certified to by an independent testing labora- 
tory. This label is your assurance of these four 
essentials of a good lighting installation: 


MORE LIGHT AT NO EXTRA COST—High 
reflection factor and output specifications in- 
crease total light reflected from lamp. 






ATM 


THE CERTIFICATE OF 


WHOLESALER’S SALESMAN 


The letters RLM stand for penrtind and Lighting Equipment Manufacturers 


PROPER 


LIGHT CONDITIONING 


requires 


RLM LABELED 
LIGHTING REFLECTORS 


0), THE various types , 






BALANCED LIGHTING—The quantity of 

light delivered by a reflector does not alone 
determine its efficiency. Even distribution and ade- 
quate diffusion from the porcelain enamel reflecting 
surface of RtM label reflectors is equally importanz 
to proper LIGHT CONDITIONING. 


3 QUALITY PORCELAIN ENAMEL RE- 
FLECTING SURFACE—r.M specification 
high quality Porcelain Enamel is the most durable 
of all reflecting surfaces. Being easier to clean, 
maintenance costs are reduced to a minimum. 


WARRANTY OF UNIFORM QUALITY— 

A rigid inspection and testing system conducted 
by the Electrical Testing Laboratories of New York, 
an independent testing organization, insures con- 
tinuous conformance to RLM standards by manu- 
facturers of RLM labeled reflectors. 








STAN DARDS? 


INCORPORATED 





20 N. WACKER DRIVE +» ROOM 1130 - 





NSTITUTE 


CHICAGO, 








ILL. 


UNIFORM QUALITY 


















PRINT IN BINDING 


Sales-stimulating issues are 


Building 


EDITORIAL HIGHLIGHTS 






JANUARY 


You Can Sell Hospitals Adam Electric Co., Frank 
—One of a series on FEBRUARY 


All Steel Equipment Co 
nas acces Specialization Gets the American Automatic Elec. 
Sales Co. 
Using Manufacturers’ — ree American Blower Corp. 
Missionory Men tars, cociiedl aah enaiiialias Anaconda Wire & Cable Co. 
Appleton Electric Co. 
Working With Dealers The Indoor Weather Arrow-Hart & Hegeman 
Market Elec. Co., The 
Selling Appliances — How the electrical whole Benson, Alex. R. 
a a a oe Birdseye Electric Co. 
Boston Woven Hose & 
Selling Appliances Rubber Co. 
— Small appliances offer big Bryant Electric Co. 
noney— Building Merchants Bull Dog Elec. Products Co 
Burnley Battery & Mig. Co 
Bussmann Mfg. Co. 
Chase-Shawmut Co. 
Clemson Bros., Inc. 
Clifton Mfg. Co., Inc. 
Colt’s Patent Fire Arms 
Mfg. Co. 
Commercial Credit Co. 
Couch & Co., S. H. 
Crescent Insulated Wire & 
Cable Co. 
Cutler-Hammer, Inc. 
Delco Appliance Corp. 
Diehl Mfg. Co. 
Eagle Electric Mfg. Co., Inc. 
Edwards and Company 
Electrical Safecote 
Conductors 
Faries Mfg. Co. 
Federal Electric Co. 
Fostoria Pressed Steel Co. 
Fullman Mfg. Co. 
General Cable Corp. 
General Electric Co. 
(Bridgeport) 
General Electric Co. 
(Nela Park) 
General Electric Co. 
(Schenectady) 


ina 
} 


“SELLING APPLIANCES’’—a section on tinted coated stock, de- 
voted exclusively to this important branch of the wholesaler’s 
salesman’s activities. Appliance Manufacturers’ advertising in this 


section gains added effectiveness through the concentration of 
related editorial material. 





THE WHOLESALER’S SALES 


General Electric Vapor 
Lamp Co. 
Greenlee Tool Co. 
Hazard Ins. Wire Works 
Hunter Fan & Vent. Co. 
Hygrade Sylvania Corp. 
Ideal Commutator 
Dresser Co. 
isco Copper Tube & 
Products, Inc. 
Jefferson Electric Co. 
lustrite Mfg. Co. 
Killark Elec. Mfg. Co. 
Klein & Sons, Mathias 
Mitchell Mfg. Co. 
Neon Counsellors, Federated 
liver Iron & Steel Corp. 
maine Co., The 
Pass & Seymour, Inc. 
Penn Union Elec. Corp. 
Pittsburgh Reflector Co. 
Plymouth Rubber Co., Inc. 
remier Div., Elec. Vacuum 
Cleaner Co. 
luadrangle Mfg. Co. 
‘eliance Automatic 
lighting Co. 
LM Standard Institute 
Rome Cable Co. 
bangamo Electric Co. 
bampson-United Corp. 
bherman Mfg. Co., H. B. 
Pignal Elec. Mfg. Co. 
pquare D Company 
». S. Jobbing House 
nangle Conduit & 
Cable Co. 
nco Fuse Mfg. Co. 
tumbull Elec. Mfg. Co. 
Inited States Rubber 
Products, Inc. 
Nard Leonard Electric Co. 
Yestinghouse Electric & 
Manufacturing Co. 


|W. 42nd ST. NEW YORK, N.Y. 


Mann after month, issue after issue, the editors of ‘‘The 
Wholesaler's Salesman” repeat the same story in a thousand 
variations . . . the story of ‘How to Sell More Products.” 


Manufacturers who carry this story to its logical conclusion 
tell the wholesaler’s salesman of the specific advantages of 
their products . . . of sales helps available . . . of consumer 
advertising support. 


Thus the editorial stimulation finds expression in more ag- 
gressive selling on advertised products made by manufac- 


turers such as those appearing in this issue. 


MARCH 


Hotels — a $60,000,000 
Market 
— Who buys and how t 
sell ‘em 
Adequate Wiring 
Campaign 
— Know it —sell it— make 
* ale ‘ You Can Sell Milk Plants 
Something Extra on Every 1: 
Order Selling Portable Lamps 
— and how to get it 


Fan Check List Wire Goes Modern 


APRIL 


— oa complete encyclopedia, 
in Selling Appliance Section 


Landing a Lighting Order 


Check List of Toasters, 
Waffle Irons, Grills and 
Roasters 


— in Selling Appliance Sec- 
tion 






















You carry Only 
3 Sizes of lugs— 


instead of 17—to take the complete 
range of wire and cable sizes from No. 
6 solid to 500,000 c.m. 

A truly “universal” lug, because each 
size can be used for a wide range of 
wire and cable sizes. 














The quickest 
and easiest connection — 
that it’s possible to make, and it is— 













Permanent. 
Positive pressure on 
the conductor, without any danger of 


failure. Will not loosen, as the tongue 
is self-locking. 



















For quicker 
and more convenient 


connections —that are permanent — 
use 


PENN-UNION 
E-Z TERMINAL LUGS 


Like every other Penn-Union fitting, 
the E-Z is accurately designed—thor- 
oughly tested—DEPENDABLE. 


Penn-Union fittings are preferred by 
leading utility companies and “indus- 
trials.” For every type of connection, 
any combination of tube, bar, wire and 
cable. More than 6,200 items. 


Sold by leading jobbers 


PENN-UNiON 


ELECTRIC CORPORATION 
ERIE, PA. 
You'll find it in the complete line— 


























UNION 


Conductor Fittings 






















MUCH CREDIT is 
wholesalers for the big job they did 
in helping put over the recent record- 
breaking all-industry exhibition. Among 
the jobbers who worked hard on the 
show were W. E. Stephenson and 


due Minnesota 


Ernie Lindquist, secretary-treasurer, 
and sales manager, respectively, of the 
Sterling Electric Co., Minneapolis. 


York, Pa. W. Johnson has been trans- 
ferred trom the Norfolk, Va. branch as 
assistant manager. 


* 

E. L. Parks has taken over a terri 
‘ory for Lindley Electric Supply Co., 
Philadelphia. He was district repre 
sentative for the Indicator Fuse Co. 


* 


D. W. McLenegan of General Elec- 


ric, has been promoted from assistant 


commercial engineer of the air condi- 
tioning department, to manager of the 
Air Conditioning Institute. He head 


quarters at Bloomfield, N. J. 


* 


Jason Hurley has been promoted to 
national field sales manager for the 


Hurley Machine Co., Chicago. 
formerly manager of the 
Detroit offices. 


He was 
Chicago and 


-* 


Ernest K. Higginbottom now covers 


South Carolina, and parts of Georgia. 
Florida and Alabama for the Bull Dog 
Electric Products Co. He gets his mail 


at Atlanta. 
* 


Miss Aurelia Lipscomb has joined the 
demonstrator staff of Proctor Electric's 
St. Louis office. 

* 


Glenn Kerrihard has just joined the 
F. B. Connelly Co., Seattle, as head of 
the heating division. Kerrihard has 
been in the heating game for 18 years 
T. C. Cawthorne has joined the company 
as manager of the Portland house. 
© 
Irwin Shadbolt, 


vice president of Shad- 


bolt & Boyd, Milwaukee, recently ob 
served his fiftieth anniversary with the 
firm. Employees gave him a gold watch 
to mark the occasion. 

* 


Eugene Sacht has deserted the counter 
at The Electric Corp., San Francisco, 
to take over a territory. His old job is 
handled by Stanley Perry, who was pro 


moted from stock cards. 

- 
Harold Allen is now covering a terri 
tory for the Sunset Electric Co., Seattle. 


MEETINGS AHEAD 


Atlantic City—Members of the National 


Fire Protection Association will meet 
from May 9 to 13. 

a 
Big Moose, N. Y.—The New York 
State Association of Electrical Con 
tractors and Dealers assemble in the 


Adirondacks from June 20 to 23. 








ONCE A YEAR during the week, or on Saturdays, you can get five salesmen 
together—that is, if you're lucky. This great streak of luck happened at the 
Stubbs Electric Co., Portland, Ore. The boys are Stanley Collins, Jack Rollings, 


Earl Woodley, Bud Dunn and George Ginty. 
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THERES LOOD 


uith the GREENLEE LINE 


. Any tool that carries a reasonable margin of profit is a profitable 
item for the wholesaler, providing that tool is a profitable invest- 
ment for the contractor. And by the same line of reasoning it 
pays to push the sale of such a tool to the very limit. By doing 
so you benefit your customers as well as yourself——the very 
essence of satisfactory business relations. 



































Greenlee Tools are profitable for all concerned. In fact a num- 
ber of contractors have written us that their hydraulic bender 
paid for itself on the very first job. 





It will pay you to push these profit-making tools at every oppor- 
tunity. If you don’t carry the line and are interested, let us 
hear from you. 





Hydraulic Benders Knockout Tools 


The bending of rigid conduit with the Greenlee Hydraulic Holes in outlet boxes, switch cabinets, ete., can be 
Bender is as easy as the above picture indicates. It is enlarged quickly and accurately with the Greenlee 
simple, easy to take to the job, and makes smooth, accu- Knockout Tools shown here. Smooth holes are the 
rate bends. The No. 770 bends all sizes from 1%” to 3”. result, without reaming or filing. Punches come in 
rhe large bender, No. 775, handles all sizes from 2%” to two sets and are provided with leather cases. No. 735 
4%”. When thin-wall steel conduit is to be bent, the is for %”, %”, 1” and 1%” conduit, while the 
No. 770 can be fitted with attachments for bending 1%”, No. 737 is for 1%” and 2” conduit. The No. 740 
1%” and 2” sizes. Cutter will enlarge for 11%”, 2”, 2%” and 3” conduits 


i ee Boring Tools 


es 
Hydraulic Greenlee makes a complete line of auger bits for the electrician, 
Pusher as well as a most efficient bit extension, which has a positive 
lock. Included in the line is a ball-bearing joist borer, which 
The Greenlee Pipe will handle 1%” bits and is easy to operate. 


Pusher is an improved 
tool for the wunder- 
ground installation of 
pipe for any purpose. 
It has capacity for pipe 
up to 4-inch, has eight 
speeds, and is simple to 
set up and operate. 






TOOL CO. 


OCKFORD. ILLINOIS, 


(Gre enle 
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Tut-Tut! 
Those Extras 


In March 
from Electrical Contracting telling how 


we included here an item 


Herman Andrae Electric Co., one of 
Milwaukee’s leading contractors, is 
making money out of ordinary house 
wiring jobs. A recent list of 22 homes, 
averaging 92 outlets, ran at an average 
price of $2.14 per outlet, it said. There 
was an error in the original report. 
That price, we find, covers only the 
regular run of residence outlets. It 
does not embrace service and ground, 
bell wiring, oil burners, only the regu- 
lar outlets. 


Why 
Salesmen Fail 


A hundred sales managers were asked 
to think back over the salesmen dropped 
from their organizations in the last 
few years, and for each man’s failure 
toxeheck one of ten reasons. Here are 
the ‘reasons why 624 salesmen failed: 
Lack of industry—196 men, or 31 per 
cent. Failure to carry out instructions 
—/72, or 12 per cent. Inadequate knowl- 
edge—72, or 12 per cent. Lack of 
fighting spirit—64, or 10 per cent. Lack 
of determination—64, or 10 per cent. 
Dishonesty—52, or 8 per cent. Lack 
of enthusiasm—48, or 8 per cent. Lack 
of tact and courtesy—28, or 4 per cent. 
Drinking and gambling—24 or 4 per 
cent. Poor health—4, or 1 
Fame 


per cent.— 


Don’t Be In a 
Rush To Talk 


“When you’re in a hurry, go slow,” 
says one salesman. This is his way of 
keeping himself from going too fast 
and skidding. “Everything you say in 
an interview,” he points out, “is mighty 
important. When I find myself rushing 
into a conversational breach which may 
be a pitfall, I just apply the brakes be- 
fore I act.”—Sales Management 


70 








Sell Both 
Husband and Wife 


If you wish to sell more appliances, 
such as refrigerators, sell both the hus- 
band and wife. A recent survey shows: 

Where the sale is closed— 

68 per cent in the home 

29 per cent in dealers’ stores 

3 per cent in husband's office 

Who influences the buying— 

12 per cent the husband 

28 per cent the wife 

58 per cent the husband and wife 

2 per cent others 

Sales Management 


Car Dealers Can’t 

Sell All The Auto Radios 

Electrical dealers sometimes complain 
that they can’t sell auto radios in com- 

















) 


4 Dyearrsenne 


From Purchasing 


“I know it's a trifle inconvenient, but the 
psychological effect is better.” 
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petition with car dealers. They can if 
they will: (1) Advertise that they 
sell car sets, making demonstrations in 
their own cars. (2) Tie up with as 
many filling stations as possible on a 
sales commission basis. (3) Stress the 
fact that the radios they sell can be 
moved from car to car. (4) Talk up 
the features of their particular sets that 
auto dealers do not offer. (5) Stress 
the fact that they are personally re- 
sponsible for installation and servicing 
of car radios.—Radio Retailing 


Think Of 
The Customer 


Salesmen often report that a certain 
prospect will be a fine account if he 
can get it and that it will make some 
substantial profits and commissions. 
When a salesman reports in this fashion 
his attitude is entirely wrong. If, on 
the other hand, he reports: “Our instal- 
lation will be of real benefit to the cus- 
tomer. It will fill an existing need and 
will greatly increase the value of his 
property”, the sale is already half 
closed. The salesman is thinking of the 
benefits to the customer instead of the 
profits and commissions that he is going 
to make.—National Sheet Metal Con- 
tractor 


Radio Blues 


Approving of the rules proposed for 
the radio manufacturing industry by the 
Federal Trade Commission, “as far as 
these rules go,” the militant Electrical 
Appliance Dealers Associations in the 
Manhattan area recently filed a brief 
with the FTC requesting that further 
rules be added: Suggestions: (1) prices 
on radios ought to be set lower, since 
now they often give a dealer a discount 
of 45 to 60 per cent; (2) trade-in 





INSULATING 


You’ll find Security Friction Tape in the hands 
of electricians everywhere...because of its great 
tensile strength...because it grips like a vise 
..-and because of its high dielectric strength. 
When it comes to tape, see that there’s more 
Security on the job. 


< >. 
5 > 


4 


Master Tire Program, C.B.S. 


—~ A 
—Wednesday Evenings. 


ALSO U. $. ELECTRICAL WIRES AND CABLES, LINEMEN'S BLANKETS, SWITCHBOARD MATTING | 
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allowances ought to come down since 
the customer without a set to trade in 
now is at a serious disadvantage; (3) 
descriptive material should be marked 
on the radio chasis, with sufficient de- 
tail so customers will not be deceived; 
(4) the name of the actual manufac- 
turer should appear on the set, so as to 
do away with irresponsible private 
brands; (5) sets which aren’t sold 
without special equipment shouldn’t be 
advertised at prices not including that 
equipment.—Business Week 


Lighting 

Lighting men who have experienced 
indifference on the part of the medical 
profession are finding a series of arti- 
cles appearing in Hygeta, the health 


magazine of the American Medical 
Assn., of considerable help. Through 
the Better-Light Better-Sight Bureau 


reprints of the articles are offered to any 
salesman who can make use of them. 


Right 

Sales Thinking 

There has never been a time in the 

history of American merchandising 

when a determined salesman could not 

take a good serviceable product and go 

out and find a logical and needful 

buyer and sell in sufficient amount to 

make a for himself.—Printers’ 
Ink 


success 


“Industrial 
Selling” Persists 


The Chicago Retail Furniture Asso- 
ciation recently sent out shoppers to 
learn if so-called “industrial selling” 
still persisted in that city. The shop- 
pers made 16 calls on manufacturers, 
wholesalers and retailers. They told the 
house being shopped that they were em- 
ployees of a large industrial concern, 
which they were not and carried noth- 
ing to indicate that they were, and said 
they understood that their employment 
gave them right to discounts. On their 
simple word they were allowed dis- 
counts in 13 of 16 places visited and 





another told them the desired item was 
out of stock but would be ordered tor 


them at a discount. Here were the 
items purchased. 

List Bought 

Item Price For 

UOCETIC SPOR oon cccs ses $6.95 $4.52 
WEeeee WON. occ sac dene 6.50 3.76 
Coffee maker ....4+0% 3.50 1.00 
Electric clock .....s0. 3.45 1.97 
I ee aha wn oe 3.95 2.10 
IO ee oars ao Res es 16.00 10.78 


The association has prepared a display 
of the items, identifying the maker and 
the seller, at the Merchandise Mart 
where it can be seen by the thousands 
of retail buyers who come to Chicago. 
—Sales Management 


Something Specific 


In every interview plan to talk about 
something specific, preferably a specific 
product. Use this means of steering the 
conversation the way you want it to go. 
Napoleon lost out at Waterloo because 
the other fellows planned better than 


he did.—Mill Supplies 


This Radio 
Market 


Columbia Broadcasting System has 
just discovered that 98.6 per cent of 
homes with incomes over $5,000 have 
radios. So do 96.3 per cent of homes 
with incomes between $2,000 and $5,- 
000, and 85.1 per cent of homes with 
incomes under $2,000. In cities of over 
250,000 population it was found that 
90.4 per cent of all families own sets; 
90.8 per cent in cities of 25,000 to 250,- 
000; 91.8 per cent in towns of from 
10,000 to 25,000, and 88 per cent in 
small communities of from 2,500 to 
10,000. 

These figures show that most pros- 
pects for new sets live in the smaller 
towns and that they have incomes of 
$2,000 and under. Since this group ac- 
counts for over 80 per cent of all the 
homes in the country the big market is 
in our largest economic group. Second 
and third set homes can best be devel- 







































THEY'RE PROUD of their new home. And why not? It has all the features of 
the ideal warehouse—one floor, large display rooms, plenty of space to drive 
in for loading. And of course, being in California, always sunshine. The Cali- 
fornia Wholesale Electric Co. is located at 420 N. Santa Fe Ave., Los Angeles. 
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SIX FEET OF MANAGER. H. E. Kirby 
runs the electrical department of the 
Interstate Electric Co., Shreveport, Tenn. 
Sixteen years ago he landed a job as 
stock man and has been coming right 
along ever since. 


oped in the higher income brackets. 
This looks as if the manufacturers of 
medium priced sets were on the right 


track.—Radio I] ‘eekly 


A Fundamental 
of Salesmanship 


The necessity for the regular cultiva- 
tion of logical prospects through re- 
peated call-backs, each of which in some 
way accomplishes some degree of 
advancement toward the ultimate sale, 
is one of the broadest and most im- 
portant fundamentals of salesmanship. 
Sales success, advancement, the whole 
future of a man in the profession, de- 
pend upon his understanding this prin- 
ciple. Single calls are almost a total 
waste of time and money, both for the 
salesman and his company. Even the 
second and third and fourth calls may 
represent waste, because the entire in- 
vestment in them is useless unless they 
are followed through and the process 
of which they are a part completed. 
What a salesman does from the fourth 
call on determines whether his first 
calls were waste or profit.—Sales Man- 
agement 


The Only 
Succesful Interview 


“The only successful interview is the 
one that gets you in again.” Keen 
analysis on what the particular dealer’s 
trade will “take,” and offering work- 
able ideas for resale along with the 
merchandise are two of the methods 
used by one salesman to build each 
interview so that it will produce a re- 
turn ticket—Sales Management 




























Permaflector—the silvered glass reflector with the permanent reflecting surface. Pennsylvania 


F 





le 188 18 18, WOW IRS bP... 


FROM LIGHTING PROBLEMS! 


ay 











LET PERMAFLECTOR ENGINEERS SOLVE 


THEM... Your time is too valuable to spend solving knotty lighting 
problems. You need more time for selling—more time for the numer- 
ous complex problems of your business. 


Unchain yourself from this burden by sending your lighting problems 
to Permaflector engineers. These well-trained lighting experts await 
your command to step forward and help you with blueprint suggestions 
based upon their many years of varied lighting experience. 


Send complete information on your jobs direct to Pittsburgh or, if you 


prefer, to your local Permaflector representative. You will receive 
complete layouts that will solve 


the problems efficiently and PITTSBURGH 
please your customers instantly. REFLECTOR CO. 


Pittsburgh Jn ’ Representatives 
in 28 Cities 





PITTSBURGH REFLECTOR COMPANY S-*-22 | 
OLIVER BLDG., PITTSBURGH, PA. 


Please send me complete information on Perma- 
flector lighting equipment and details of your 
free engineering service. 


CTOR 








NAME edict 

Cy ee CE 
PERMAFLECTOR LUSTROLIERS LUMINAIRES * SPOTLIGHTS * URNS ee er 
FLOODLIGHTS , LAMPS / BUILT-IN CEILING UNITS : ACCESSORIES 
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Wholesalers who stress the fields of service for 











General Electric Neon Glow Lamps soon find 








that they’re tapping new outlets for indicating 
signals . . . building a new type of business with 
steady profit possibilities. Industrial plants ex- 
pand their use of pilots and indicators when 

















they learn of the long life and negligible energy 











costs which Glow Lamps can provide. Execu- 








tives are quick to see the benefits of these 








attention-getting signals on heating units, 








conveyors and other equipment to assure 








extra economy or safety in operation. 





General Electric Glow Lamps are available 











in sizes and wattages covering applications as 











exit lights, as signal lamps marking location of 








fire extinguishers, valves, etc., and as built-in 





pilots on industrial equipment of all kinds. 














Even after the long service period for which 





they are rated, they do not “wink out”’ sud- 








denly and leave important circuits unprotected. 





Why not make the ‘‘Glow Lamp”’ story a 





part of your sales recommendations to indus- 








trial purchasers? For complete information 





write General Electric Vapor Lamp Company, 
891 Adams Street, Hoboken, New Jersey. 


























TAP MORE OUTLETS traizrge 


ION PRODUCTS 


oe 
l nals | Air Conditioning—A miniature catalog, 
released by the Carrier Corp., Syracuse, 
N. Y., contains information on air con- 
ditioning, refrigeration and unit heat- 
ing. Descriptive and dimensional data 
are included, with references to differ- 
ent applications of the equipment. 





v 


Capacitors—The General Electric Co., 
Schenectady, N. Y., has released Catalog 
GEA-2746 on Pyranol Capacitors for 
Distribution Systems. It includes infor- 
mation on reactive KVA on power sys- 
tems, the capacitor as an aid on the 
distribution feeder, how to apply capaci- 
tors to distribution feeders, operating 
problems with shunt capacitors, and 
distribution pole-type capacitors. 


v 


Air Circuit Breakers—A 12-page book- 
let, GEA-2450A, issued by the General 
Electric Co., Schenectady, N. Y., illus- 
trates and describes the construction, 
| overcurrent tripping mechanisms, and 
electric operation of air circuit breakers 
Connection diagrams, and dimensions 
for electrically and manually operated 
breakers are included. 





v 


Amplifier—Bulletin PA-15, issued by 
the Jefferson Elec. Co., Bellwood, IIl., 

% Watt, 115 Volts—T4% Bulb | describes their new amplifier for con- 

Supplied with Candelabra ; : : ‘ 

Resour Maes Gabe nection to direct current circuits, and 
gives information oon_ transformers, 
chokes, chassis, and other parts required 
with a large size circuit diagram. 








v 


Automatic Controls—A 30-page cata- 
log No. 100-F dealing with automatic 
controls for heating, air conditioning, 





refrigeration and various industrial 
1 Watt, 115 Volts—G10 Bulb applications has been released by the 
Mercoid Corp., 4201 Belmont Ave.. 
Chicago. Specifications and ordering 


data are given for each product. 
¥ 


Connector \ 4 page bulletin, No. 

5022, issued by the Burndy Engineering 

| Co. Inc., 459 E, 133rd. St., New York, 

| describes and illustrates their new 

2 Watt, 115 Volts—S14 Bulb. | “Scrulug” connector, showing a number 

Finish—Clear, Sprayed of specific applications and giving tech- 
Red or Yellow nical data. 








v 


Cords and Cables—“U. S. Royal Cords 
GENERAL ELEC } RIC and Cables” is the name of an illustrated 


wire manual announced by the Wire 
Div., United States 


Rubber Products, 
VAPOR LAMP COMPANY |): iy Sires 
897N 





specific data on U. S. wire products, and 
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INDUSTRIAL 
CONTROLS 


UP-TO-TH 


Regulators ( 
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The new Ward Leonard Push Button 
Motor Starter is only one of the 
several new items in this modern and 
complete line of industrial controls. 
The recessed panel protects the but- 
ton against accidental operation. The 
simplicity and ruggedness of the de- 


sign and butt contacts prevent loose- 








E-MINUTE 


ness that often develops in knife type 
switches. Every item in the line has 
one or more features that sets it 
That is why 


Ward Leonard Industrial Controls 


apart from the usual. 


are accepted in every plant and are 
desirable merchandise for the whole- 


salers and contractors to handle. 


WARD LEONARD 


ELECTRIC CONTROL DEVICES SINCE 1892 






WARD LEONARD ELECTRIC CO., 30 South Street, Mount Vernon, N. Y. 


Please send me bulletins relating to Resistors ( ) Rheostats ( ) Relays ( ) Speed Regulators ( ) Voltage 
) Motor Starters ( ) Rectifiers ( ) Contactors ( ) 


EASIER THAN EVER 


TO SELL 6/1 NOW 


The famous copper-finished STAR Hack Saw Blades have 
always been one of the best-selling lines in the hardware 
Now, with the hand blades packed in sturdy 
metal boxes with hinged lids, they sell still better. 

What's more, they make a fine display, stack like new 
money and take less room on shelves, are marked more 
plainly, can't break out through the 
kept clean and attractive. Customers like the copyrighted 
boxes as well as the blades—for holding odds and ends 
after the blades are used. 
pioneering by Clemson Bros., carry a complete stock. 


CLEMSON BROS., INC. 















































ackage, are easily 


To make the most of this 


MIDDLETOWN, N. Y. 












HAND AND POWER—TUNGSTEN AND “MOLY” 


@& 8372 








questions on problems of keeping the distributor picture up-to-date. 
Copy—$15.00. Additional Copies—$7.50 each. Order your copies today. 
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An 
IMPORTANT 
BOOK 


for SALES MANAGERS, 
DISTRICT MANAGERS 
and SALESMEN of 
ELECTRICAL 
MANUFACTURERS 


and mercury - incandescent 


Electrical Wholesalers provides. electrica! 
manufacturers with vitally important information on wholesalers’ operations. 
Every man having any contact or relations with electrical wholesalers should 


It will save no end of “sales time” and answer day-to-day 


Single 


. 330 W. 42 ST., NEW YORK 
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is illustrated with line 


drawings. 






v 





Fans — Portfolio containing General 
Electric Company’s complete fan pro 
motion program—agreement forms, cat- 
alogs, sales promotion order forms, etc. 
One of the most complete fan promo- 
tion pieces ever issued. General Elec- 
tric Co., sridgeport, Conn. 





7 








Grinders—The Dumore Co., Racine, 
Wis., has issued a leaflet on Off-Hand 


| and Lathe Grinders. Specifications and 


illustrations of seven such grinders are 
given. 


v 


Insulation—The Okonite Co., Passaic, 
N. J., have published a book on insula 
tion which describes how their rubber 
is made, and gives tables on resistance, 
thicknesses, diameters, and installation 
data. 


v 


Lighting—A 32-page catalog giving in- 
formation and illustrations on reflectors, 
spotlites, outdoor lites, floodlites, dif 
fusers, fuse panels, switch plates, covers 
for outlet boxes, and accessories has 
been released by the Spero Elec. Corp., 
Cleveland. 


Vv 


Lighting—Catalog No. 81 issued by the 
Goodrich Elec. Co., 2900 N. Oakley 
Ave., Chicago, describes and illustrates 
that company’s mercury vapor lighting 
equipment. It includes information on 
porcelain enameled mercury fixtures 
fixtures, 
durak aluminum mercury fixtures, stand- 
lites, floodlights, also a lamp size and 
intensity chart, and a mounting and 
spacing chart. 


v 


Lighting—‘“Here’s How” is the name of 
Bulletin No. 71 released by the Goodrich 
Elec. Co., 2900 N. Oakley Ave., Chi- 
cago, which gives data and diagrams 
for floodlighting various night sports 
and recreational areas, and for commer- 
cial purposes such as service stations, 
and stock bins and shelves. 


v 


Motors—The Century Elec. Co. St 
Louis, Mo. has issued a 4-page folder 
(Form 1066) describing their automatic 
start induction polyphase motors. It 
is illustrated and gives detailed infor- 
mation on each motor. 


Vv 


Power and Pole Line Equipment—The 
General Electric Supply Corp., Bridge- 
port, Conn., has issued their 240-page, 
No. 37-P book on Power and Pole Line 
Equipment. It completes their series of 
three reference or sales books for use 
by the trade, the first two being the 
No. 37-L on Lighting and the No. 37-W 
on Wiring. Power and Pole Line 
Equipment deals with motors, Industrial 




















Blower 
Produ 


GREAT FIELDS 
FOR PROFIT! 


The demand for electric 


ventilating equipment in 


stores, restaurants, offices, 

etc., will be greater than 

ever this year. American 

Blower Ventura Ventilat- 

ing Fans and Sirocco 

Utility Blowers (shown at 

bottom, left) give author- 

ized dealers a golden 

opportunity to cash in on 

this great market. Amer- , 

Ventura Home Conditioner 

ican Blower products for —for Homes 

Comfort Cooling—the Ventura Home Conditioner 

upper right) and the new Ventura Portable Apart- 

ment Conditioner below) offer another unusual op- 

portunity for profit. 

The Home Condi- 

tioner, installed in 

attic, brings Comfort 

Cooling to the entire 

house. The portable 

Apartment Condition- 

er is easily moved— 

housed in a compact 

cabinet. American 

Blower, the world’s 

largest builder of air 

Ventura Portable Conditioner conditioning and 
—for Apartments air handling equip- 

ment, offers its Authorized Dealers the most com- 

plete line in this tremendous money-making field. 


oe 
American Blower Corp. 
6000 Russell Street, Detroit, Michigan 


Division of the American Radiator and Standard Sanitary 
Corporation ® Canadian Sirocco Co., Ltd., Windsor, Ontario 
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Control 
Cable, 
Switches, 
resters, 


and Heating, Switchgear, 
Instruments, Meters, and ‘lime 
Transformers, Lightning Ar- 
Voltage Regulators, Street 
Lighting, Insulators, and gives infor- 
mation on “The Proper Selection of 
Motors,” and the “Care of Motors.” 


¥ 


Signaling Systems—Catalog No. 16, 
issued by the Auth Elec. Specialty Co., 


Inc., 422 East 53rd St., New York, 
comprises the following bulletins: No. 
35—Bells, Buzzers, Horns & Chimes: 
No. 40—Annunciators; No. 45—Bell 


Ringing & Signaling Transformers; No. 
50—Push Buttons and contact devices; 


No. 55—Hold-Up Alarm Systems & 
Devices; No. 60—Burglar Alarm 
Devices; No. 65—Relays & Wiring 


Accessories; No. 70—Fire Alarm Equip- 
ment; No. 85—Inter-communicating 
Telephones; No. 90—Door Openers; No. 
95—Apartment House Telephones, Mail 
Boxes, & Bell Systems. 


v 


Sound Systems, Cameras, Receivers— 
The Wholesale Radio Service Co., 100 
6th Ave., New York, announces the 
release of their Summer Catalog No. 71. 
It features the new line of Lafayette 
receivers, sound systems and public ad- 
dress equipment, and a new camera sec- 
tion including photographic accessories. 


Vv 
Switches — A bulletin on Mechanically 
held Automatic Transfer switches has 
been issued by the Automatic Switch 
Co., 154 Grand St., New York. It is 
illustrated with diagrams, charts, and 
other technical information, and deals 


with remote control switches, contactors 
and relays. 


v 
V-Belts—A pocket-size V-belt data 


book, giving information on belt num- 
bers, dimensions, list prices, models, 


makes, and part numbers, of belts for 


refrigerators, washing machines. water 
pumps, stokers and oil burners, air 
compressors, gasoline pumps, and mis- 
cellaneous machines has been issued by 
the Goodrich Rubber Co., 500 Main 
St., Akron Ohio. 


v 


Wire and Cable—A manual giving the 
overall picture of the wire and cable 
field, the types of constructions pro- 
duced by The General Cable Corpora- 
tion (420 Lexington Avenue, New York, 
N. Y.) and the general uses to which 
they are put. Particularly valuable to 
wholesaler’s salesmen as the markets 
where each product may be sold are 
clearly outlined. Useful tables on car- 
rying Capacities of wire, conduit sizes, 
wire gauges, etc., are also included. 
This is one of the best sales tools ever 
offered salesmen for the wire 
and cable products. 


sale of 


Adventures 
In Selling 


This is a book on the selling advent- 
ures of Saunders Norvell—a man who 
began as a salesman and later served as 
president of three internationally known 
American companies. In business and 
selling circles he is known to be a super- 
salesman and the man who fathered 
many of the modern selling principles. 
The book is not a textbook on selling. 
It is a series of fascinating stories, told 
in the first person, each describing some 
unusual sales achievement. Unlike most 
authors who write of their experiences, 
Mr. Norvell tells not only the stories of 
his successful exploits, but of those 
which failed. Neither does he hesitate 
to spin an occasional yarn of an excep- 
tional achievement in which an- 
other salesman than himself played the 
stellar role. (The Dartnell Corps., Chi- 
cago, $1.75.) 


sales 





“Who's 


the guy 






SUPERINTENDENT | 





that wanted 


bridge lamp samples sent out?” 
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Making 
People Buy 


“How To Make People Buy Hard 
To Sell Things” is the latest book by 
James Maratta. It is a very short but 
practical discussion of the rules and ele- 
ments of selling found successful by the 
author in a long career of appliance and 
other specialty selling and sales manage- 
ment. Three particularly useful chap- 
ters are—“Demonstration, Why it is so 
Powerful”, “Illustration, Why is it 
Necessary?” and “Conversation, When 
Should it be Used?” (Council for the 
Improvement of Specialty Selling, Inc., 


New York, N. Y.) 





Move The Dealer's 
Stock 


CONTINUED FROM PAGE 29 





manufacturers and following it up 
with telephone solicitations to 
cover likely prospects. 
“The appliance 
man is a specialty man of the highest 
It is a real profession. He 
regard himself as the buyer 


un- 


successful sales- 
order. 
must 
for his dealers, and it is his respon- 
sibility to keep dealers’ inventories 
in balance, and enough on hand for 
merchandising and display—not just 
shelf stock waiting for a call. But 
customers know that if they have 
too large a stock someone has sold 
If it’s you—watch 
After I have sold a man my 
I know I must 
get some goods out of that store— 
mine or someone’s—before I can sell 


them too much. 
out! 
job has just begun. 


him again.” 

Daly believes that it takes a lot 
to make a good appliance salesman. 
Here’s his course of sprouts: 

(1) Start young. 

(2) Move around from product 
to product and from job to job. But 
in this moving, be sure to gather 


experience. 
(3) Learn show window dress- 
ing. 


(4) Learn department store dem- 
onstrating. 

(5) Learn house to house selling. 

(6) Learn the art of advertising 
in a newspaper. 

(7) Learn something 
printing business. 


about the 

Then you are ready to cash in as 
a salesman. Jack’s done all these 
things; so he ought to know. His 
greatest pleasure today is selling! 














Private Interior 
Telephone Systems 

































@ Right now you are serving scores of concerns whose 
efficiency can be stepped way up with interior telephone facilities. By telling them 
about the Automatic Electric line, you not only get in on some profitable “plus” 
business, but you perform a genuine service for them as well. 


Your market is as broad as business itself. All offices, shops, factories and residences 
are good prospects. And right now is an especially good time to push private tele- 
phones because business has become definitely communication conscious. 


Automatic Electric makes private telephone systems to fit every need. Shown below 
are four of the many types available. Our field representative will gladly supply you 
with literature, prices and discounts, as well as work with you on specific jobs. Call 
on him for help. 


INTERCOMS 


Common - talking, selec- 
tive-ringing systems in 
capacities of two to 
eleven stations. Beauti- 
fully designed, and dur- 
ably constructed for 
long faithful service. 


AUTO-COMS 


Deluxe intercom.  sys- 
tems, providing selective 
talking and selective sig- 
naling service for a 
maximum of ten stations, 
and up to five connec- 
tions at one time. No 
automatic switchboard 
needed. 





P-A-X’s 
Private Automatic Ex- 
change systems, avail- 
able in all capacities. 
Use standard automatic 
telephones and _ provide 
for a variety of special 
communication services. 


SERV-U-FONES 
Attractively priced com- 
mon-talking systems in 
capacities of two to ten 
stations. Conveniently 
packaged, simple to in- 
stall. Dry cell operated. 





AUTOMATIC < ELECTRIC 


PRIVATE INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, IIlinois 
Sales and Service Offices in Principal Cities In Canada: Canadian Telephones & Supplies, Limited, Toronto 
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The Funny Story In 
Selling 


CONTINUED FROM PAGE 14 


War stories were dressed up as World 
War stories. The soldier yarns of 
1777 were peddled again in 1812 and 
1845. In fact they go back through 
all history, as any reader of Rabelais, 
Boccacio, early primitive plays, or un- 
censored Latin will quickly discover. 
Go into any country and you will 
hear them haw-hawing over the same 
old ideas. They are as attractive to 
most minds as an open fire, warming 
and thawing the conversation. And 
it is as a warmer of conversation 
that the salesman carries his stock 
of stories as he sells. He realizes 
that many of the men he is calling 
on are all keyed up over the details 
of their work. A story gives their 
minds a refreshing interlude, brushes 
away the cobwebs of thought. 
Stories lubricate and grace a busi- 
ness call with a touch of nonchal- 
ance. Fundamentally a call back is 
for the purpose of asking a man why 
he hasn’t bought yet. But if a sales- 
man performs this errand crudely 
and badly he soon becomes a bore 
and a nuisance. With a clever yarn 
or news comment he has an opening, 


a friendly purpose in his visit—to 
give the customer a laugh, something 
he can pass on to his own friends. 

It all sounds easy, but many a sales- 
man will ask, “how am I going to 
learn to tell stories?” 

The answer is easy. Make it sound 
personal. Say that it happened to you 
or to a friend, and give his name. 
Paint the picture in interesting detail. 
Don’t string it out, but make it real. 

If you are telling that old gag of 
the guy who went to Hell and found 
it a country club, describe the perfect 
fairways and greens, the crisp bracing 
air—Oh Boy! Oh Boy!—and the 
bright young caddie who gave him the 
set of pearl handled matched clubs, 
and finish it up—no balls available— 
“That’s the Hell of it..—and so on. 
But put some spirit in it. Tell it as 
you would a funny one that happened 
to you Sunday. 

The key to selecting stories is the 
cue. Charles H. Weicensang of Hy- 
land Electrical Supply Company, Chi- 
cago, says he wrote down cues to the 
first stories he ever told on a news- 
paper, and looked at it as he spoke. 
That’s a good idea, but it is better 
to remember the cues. Bring them in 
at the right time, then you can em- 
bellish each story to-your heart’s con- 
tent, and it will always come out in 
order, with the point properly built up 


at the end. Speaking slowly helps. 








“We must be lost, I don’t see that on our road map.” 
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But you must have practice. The 
smart salesman tells his stories to 
everyone—that is, everyone who likes 
stories—and by telling and retelling 
the yarn he polishes up his delivery. 
Dialect yarns need a lot of this, as 
they are hardest of all funny anecdotes 
—and the best—and should always 
be told so they sound like a Scotch- 
man or a Swede or whatever it is. A 
little care will do it. 

Of course, some customers do not 
like funny stories, as the time is not 
right. Then this sales tool is carefully 
put away. 





He Does It With 
Magic 


CONTINUED FROM PAGE ? 


hand du-funny or a right. Also, he 
has these other deadly tricks. He 
knows every customer’s name, ad- 
dress, phone number and what he 
likes to eat and when, what he usu- 
ally buys, what jobs he has ahead, 
his children’s names, his golf score, 
if it’s important, his other hobbies, 
his religion, what he thinks of King 
Franklin and anything else that will 
help. He knows where every place 
is and the quickest way to get there 
and when his call-back is scheduled 
and—QOh, what the hell! 

So Zufall gets the business. But 
it is not all beer and skittles. He has 
to work at this magic of his. And his 
selling isn’t all magic. He has to get 
around like anybody else, and make 
the calls and take care of the usual 
run of troubles. But he has a highly 
organized system for information and 
follow up. He carries a filing unit 
right in the back of his 
Zephyr. 

He uses his magic also at con- 
tractors’ meetings and rotary clubs 
and ad clubs. It brings him con- 
tacts with new prospects. He re- 
members them and follows ’em up. 
And naturally—they fall for Zufall. 
But even so he can’t think of every- 
thing. Not long ago he forgot his 
wife’s birthday and was he in tough. 
No alibis for that guy! 

And the moral of this story might 
be, of course—when you can’t re- 
member call up Zufall. But there’s 
a better one. If you’re not a ma- 
gicilan use a memorandum book. 


Lincol Ih 


















How Are You Paid? 


CONTINUED FROM PAGE 15 ———— | 


man on commission might, therefore, re- | 
ceive an excessively high income at some 
times and an unreasonably low income at 
others. This causes turnover among 
salesmen who abandon their jobs during | 
dull seasons. 

(4) Electrical wholesalers sell a large 
variety of products to a number of 
classes of trade. Sometimes the manage- | 
ment may want to concentrate selling on 
certain items and certain customers. Un- 
der a commission plan, the men follow 
their own inclination which is too often 
the line of least resistance. 


Salary Plus Expenses—The salary 
plus expenses plan of paying salesmen 
is used by 25 per cent of the whole- 
salers replying to our _ inquiries. | 
Wholesalers using this plan feel that 
it is fairer than straight commission 
and easier and less costly to admin- 
ister than the salary plus expenses 
and commission method. It does over- 
come most of the objections to the | 
commission only plan. But at the| 
same time it offers no particular in- 
centive to a salesman, other than the 
desire to hold the job, as does a plan 
involving a commission or bonus in 
addition to his regular salary and 
expenses. 

Salary Plus Expenses and Commis- 
sion—The salary plus expenses and 
commission plan is the one used by | 
most electrical wholesalers (42 per 
cent of those replying). This is 
harder to administer than any of the 
other plans but has these advantages: 


(1) Salesmen know that they have a 
regular weekly amount to count on. 

(2) Complete control is possible over 
the salesmen at all times and the firm 
need not hesitate to require missionary 
and other work which may not directly 
produce sales volume. 

(3) Salesmen are offered an incentive 
to increase volume on profitable lines. 


Salary Plus Expenses and Bonus— 
A few wholesalers (5 per cent of 
those replying) pay their men a 
salary plus expenses plus a_ bonus. 
This is similar to the salary, expenses 


and commission plan except that it is | 


generally based on an annual or semi- 
annual performance rather than on a 
weekly or monthly sales volume. 
Most wholesalers base their com- 
mission plans on a certain percentage 
of gross profit (the difference between 
selling price and total cost of mer- 
chandise). ‘This makes salesmen more 
profit conscious and keeps them plug- 
ging after the new business that is 
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THOROUGHBREDS 


Thoroughbreds go around the track the fastest. 
Inherent quality gives them an edge over the 
“also-rans". “Rome-Cable" cable and wire sells 
fast because it is “thoroughbred” wire . . . be- 
cause inherent quality gives it an edge over 
ordinary wire. “Rome-Cable" quality gives bet- 


ter performance . . . satisfies users . . . makes 
it easier for you to satisfy your customers . . 
and, most important, helps you to build bigger 
profits through repeat orders. 


ROME CABLE QUALITY 


Code, Intermediate 
and Superaging « Approved 
by the Underwriters’ Lab- 
N.E.C.S. « 
Fiame & Moisture Resistant 


oratories, inc. 








most profitable. 


May 1938 — THE WHOLESALER’S SALESMAN 


30% 


¢ Slick finish for Quick and 
Easy Pullinge Long Aging 
Rubber Uniformly Small 
Diameters * Clean — Easy 
Stripping « Eight Clear Dis- 
tinct Colors 











Attention! 





Get 
these Displays are all gone! 


Wholesalers’ Salesmen=—Cash in on 


this $10,000.00 Fuse Display Deal! 


We will pay you cold cash for selling 
this Fuse Deal. This attractive four 
color Display and Dispenser with 
Flasher Outfit will be given FREE to 
your dealers with the purchase of 
500 Eagle O-K Fuses at regular 
prices. Millions of O-K Fuses have 
been sold during the past five years. 
The exclusive O-K feature has cre- 
ated a tremendous demand amongst 
consumers, dealers and utilities. Why 
sell ordinary Fuses when it is easier 


to sell Eagle O-K Fuses. 


ASK YOUR SALESMANAGER TO 
GIVE YOU FULL DETAILS ON 
HOW TO MAKE EXTRA MONEY. 


° 
started now before 


EAGLE ELECTRIC MFG. COMPANY, Ine. 


59-79 HALL STREET 





. « BROOKLYN, NEW YORK 


81 
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. Economically... 
~- 5 With Type H Mercury Lamps 





— “< , “Eyes Right” is the first command in planning for modern indus- 
trial operations. Executives know that good seeing, night and 
day, is a prerequisite to good workmanship ... that it aids ac- 

* curacy, cuts accidents and ends the nervous tension that comes 
from eye fatigue. 

Today, when the problem is to insure good seeing without a 
high premium in energy costs, there’s an equally clear-cut com- 
mand for the higher light output of General Electric Type H 
a , Mercury Lamps. Dollar for dollar, these high-efficiency light 








sources furnish brighter, safer seeing conditions, which provide 








«> > A om greater eye comfort and clarity of fine detail. 
a Bet Why not have complete facts on General Electric Type H 
= 2 Mercury Lamps at your fingertips? Write either address below 
= for further information on the savings you can make with these 
high-efficiency light sources. 


At) Bite a GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. Incandescent Lamp Department 
iia 891 Adams Street, Hoboken, N.J. Dept. 165, Nela Park, Cleveland, Ohio 


The 400-Watt 
Type H Mercury 
Lamp has a higher 
light output per 
watt than any other 
light source prac- 
tical in industry. 
Its rated operating 
life is 2,000 hours. 


ROL BP 
eontecteceaialy 
ee ee 


j PASM IT 
H ws 


The General 
Electric auto- 
transformer has 
been designed 
specifically for 
use with the 
General Electric 
Mercury Lamp. 
Order this aux- 
iliary equipment 
fromthe General 
Electric Vapor 
Lamp Company. 
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ILSCO 


SOLDERLESS CONNECTOR 


NOT LIMITED TO ONE 
SIZE WIRE 


Every ILSCO Solderless Connector takes care of 
different sizes of wires, both sclid and stranded. 





This means simplified stock control and valuable 
time saved on the job In addition, there are 
these other ILSCO features: 

NO flattening or sep- 
arating of strand 
ed wires. 

NO special tools re- 
quired. 

NO set screw contact. 

NO shearing effect 
whatsoever. 

NO castings or forg- 
ings to increase 

° their cost. 


NO need for you to search any longer for the 
PERFECT Solderless Connector... WE HAVE IT! 
Six Sizes Take Care of All Wires from No. 14 to 
1,000,000 C.M. 





FREE—A targe display board bearing 
mounted samples of ILSCO lugs. Ad- 
dress Dept WS. 


ILSCO COPPER TUBE & PRODUCTS, INC. 


5629 Madison Road, Cincinnati, Ohio 




















NEXT MONTH 


REPORT-OF- 
CONVENTION 
ISSUE 


A SUMMARY OF 
THE N.E.W.A. CON- 
VENTION ACTIVITIES 


Personal Snapshots, 
candid photos — 
pages of ‘em! 





MANUFACTURERS: 


Here's an 


issue with 
plenty of sales punch! 
Advertising closes May 20 
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Pure Hern Fibre. 
Fits any 
tridge Fuse. Tested 
to 35,000 Volts. A 
necessity to any 
serviceman. 

Made in four sizes. 
for Trade Bulletin No. 5. 


Car- 


Removes or inserts 
fuses. Handles live 
wires or cables. Re- 
shapes bent. clips. 
Handles articles too 
hot for gloved 


Send 














S. H.COUCH COMPANY, INC. 


NORTH QUINCY, MASS. 






























\ few of the products in 
the complete RACO e« 
ALL-STEEL ¢ PROD 


UCTS line: 


830 with 895 back plate 


Concrete box with back 
plate. All sizes available. 


BOE 
An outlet box for con- 
crete work—with inte- 
gral nailing ears. 


ACES IN YOUR HAND 


Give you a better chance to win 


@ Money and 


frequently by 


time are lost 


through the sale of a product 
which is not at the top of its line. 
The “aces” give any salesman a 
deeided advantage for bigger 
winnings. 

Years of acceptance and approval 
by the trade and user have won 
recognition for Raco + All-Steel + 
Products as sales “aces.” The com- 


pleteness of the line and the ad- 


trying to bluff 


vanced design of each product are 
a winning combination. 

You can meet the special needs 
of each locality with a Raco « All- 
Steel + Product developed by com- 
petent engineering to meet each of 
the many wiring job requirements 
in a clean workmanlike manner. 
Get all the facts about these sales 
aces. Send for the catalog illus- 
trating the complete line of Raco * 
All-Steel + Products, today. 








Distributed Nationally by 


ALL-STEEL-EQUIP COMPANY, INC. 


627 JOHN STREET @ AURORA, ILLINOIS 


Factories: South Bend, Ind., Aurora, Ill. 
241 

Oversize switch box 

with or without “twin 


brackets” —for all classes 
of service. 





RACO- ALL-STEEL +> PRODUCTS £2 


SWITCH BOXES OUTLET BOXES CUTOUT BOXES 
CABINETS FUSE CABS CONDUIT FITTINGS 
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this story: 


1 "Mr. Buyer, 
SLIPKNOT _ isn't 
just another 
brand of tape— 





: it's a brand new 
= idea that assures 
you better, long- 
lasting, trouble-free insulation. 
And the secret of its strength 
starts back at the plantation." 


9 "Here, the sap, fresh from 
the tree, is smoked at the 
plantation to assure toughness. 
These sheets of smoked raw rub- 
ber are brown—like this: 





"These sheets are shipped directly 
to the Plymouth plant in Massa- 
chusetts."' (Sample pieces of this 
raw rubber for a selling tool 
sent upon request.) 


3 "At Plymouth this fresh, 
smoked rubber compound is 
impregnated into the finest 
sheeting. The result is more last- 
ing adhesion because it has a 
higher content of rubber. 


“Use SLIPKNOT BROWN— it is 


the mark of quality workmanship." 


or 
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A new, better BROWN TAPE 


that opens the door to 
NEW BUSINESS 


for every salesman 










EXTRA AOHESIVE 





W cccmemerteetieeies ee a ae Gn Ge ee 























Here's a real “door-opener" for you, Mr. Salesman. 
Send word in to that hard-to-see buyer that you've 
got something brand new to show him—the first genu- 
ine development in tape in a generation. Tell him the 
story of SLIPKNOT BROWN, as given on this page. 
And when you get your tape order, you're in a fine 
spot to land extra business on other products. 


SLIPKNOT BROWN isn't just another product—it's 
NEWS! Spread this news of a new, better tape that 
is out of the class of competition. You can get the 
"lion's share" of this new business right now. 
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PLYMOUTH 


RUBBER COMPANY, INC. 





CANTON, MASS. 








BEHIND 


the buyer's "NO" 
—for the hidden 


sales objection 


There are many kinds of objections that baffle a sales- 
man. One of the worst kind is the hidden objection. 
Here the buyer presents some objection which is not 
his real reason for not buying. 

Maybe he has a friend who handles a competitive 
product—or maybe his boss has told him just what he 
must buy—or maybe the firm is over-stocked and the 
buyer is unwilling to admit it. 

There are a lot of such reasons that will cause some 
buyers to tell the salesman any old thing except the 
actual truth. Their idea is to get rid of the salesman 
rather than give him an honest objection. 

One way to handle such a situation is first to try to 
give the buyer a reasonable answer to his spoken 
objection. 

Then get busy on some private detective work and 
dig up the real reason behind the objection. Maybe 

















this will take more than one interview and some outside 
inquiries but the truth must be gotten. When we find 
the real reason for not buying we have a chance to meet 
the buyer on his own ground. Then we can feed him so 
much information about the product that his spoken 
objection can't stand up. 

Take for example an article like BUSS fuses. If we 
can clearly get over to the buyer that they are made to 
protect—not to blow needlessly—and that there are 
definite reasons why they can give this type of service 
while other electrical protective devices cannot—we have 
gone a long way towards making the sale. 

The main idea is to make the advantages of BUSS 
fuses or any other product stand out so strongly that the 
buyer's conscience won't let him give us the “run around" 
any longer. 


When we do this, the sale is made. 


BUSSMANN MFG. Co., ST. LOUIS 
Division McGraw Electric 


BUSS supertts FUSES 





